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Advertising men have been urged 
to use packages of rare old cheeses 
as Christmas gifts. But suppose a 
client accepted a gift of Limburger 
in the wrong spirit. 


, Vv F 


Lou Maxon is permitting Heinz to 
use his picture, labeled “Public Ep- 
icure Number One,” in its advertis- 
ing. There’s no limit nowadays to 
what an agency man will do for a 
client. 
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Christian Herald says that “class” 
in the smaller communities is meas- 
ured by respectability. To some of 
the sophisticates, this information 
will rate as news. 


a ae 


People divide into three types of 
sleepers, says Big Ben—light, heavy 
and extra heavy. And they also di- 
vide into quiet, noisy and extra 
noisy. 

vv¥sey? 


Those who insisted that Jimmy 
Walker rated a big welcome on his 
return from abroad pointed triumph- 
antly to the fact that immediately 
after he reached New York there 
was a genuine, authenticated earth- 
quake. 

vvyY 


“No sane woman is going to be- 
lieve seriously that soap can keep 
or restore youthful charm,” remarks 
Philosopher John Benson. Some- 
one will have to tell Mr. Benson 
that women are funny that way. 
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Even if women don’t seriously be- 
lieve that a soap will give them that 
certain something, enough of them 
buy soaps advertised in that fash- 
ion to. make the manufacturers be- 
lieve that the little darlings just 
love to be kidded. 
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“Wright Gets Ginger Ale,” says a 
headline in ADVERTISING AGE. Now 
all he needs is something to go 
with it. 

ee FF FY 


Now that state officials have 
agreed to issue 1936 licenses in ad- 
vance of January 1, Santa Claus has 
decided to add automobiles to his 
Christmas list. 
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Feen-a-Mint is going to have a 
contest for amateur announcers. In 
order to have any chance at all, 
they’ll have to learn how to giggle 
at their own nifties. 
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The new Nash will be “loafing at 
70,” the advertising says. It should 
be added that drivers are expected 
to quit loafing at about the same 
speed. 
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Prof. MacNair, of Harvard, says 
advertisers don’t understand the so- 
cial consequences of advertising. 
It’s all they can do to figure out the 
financial consequences. 
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Sir Malcolm Campbell has given 
testimony in behalf of Hudson, but 
for heaven’s sake don’t try to do 
300 in the new model just on that 
account. 

Copy Cus. 


SAYS LACK OF 
TASTE IN ADS 
POINTS DANGER 


Cunningham Sounds Call for 
Good Manners 


Boston, Mass., Nov. 5.—Advertising 
had better mind its manners, if it 
is not to be swamped by a wave of 
retaliatory legislation and consumer 
ridicule, John P. Cunningham, of 
Newell-Emmett Company, Inc., New 
York, told the 16th annual conven- 
tion of the First District, Advertis- 
ing Federation of America here yes- 
terday. 

In a series of sharp comments 
upon varied aspects of the current 
advertising scene, Mr. Cunningham 
declared his conviction that some ad- 
vertisers are undermining the foun- 
dations of advertising itself through 
selfish misuse of a powerful medium. 

If a current copy of a women’s 
magazine were endowed with the 
power of speech, he pointed out, the 
advertisements would shriek: 

“How do you smell to others?” 

“Do you itch between the toes?” 

“Does your face wear dirty under- 
wear?” 

(Continued on Page 32, Col. 1) 


Quinn Leaves 
G-E to Head 
Maxon Agency 


Schenectady, N. Y., Nov. 7.—T. K. 
Quinn, vice-president of the General 
Electric Company in charge of spe- 
cialty appliances at Cleveland and 
chairman of the G-E appliance sales 
committee, has 
resigned, and 
will become 
president 
of Maxon, Inc., 
Detroit agency, 
on Jan. 1. 

Lou Maxon, 
who has. been 
president of the 
agency bearing 
his name, will 
retain control of 
t h e business, 
and will con- 
tinue to serve 
in an active capacity in the agency’s 
work. 

Charles E. Wilson, of Bridgeport, 
Conn., vice-president in charge of 
the G-E merchandise department, has 
been assigned responsibility for the 
direction of all appliance activities 
of the company. In taking on this 
duty, he assumes the additional re- 
sponsibilities heretofore assigned to 
Mr. Quinn. 

In his new position Mr. Wilson will 
divide his time between Bridgeport 
and New York offices of the com- 
pany. He will be principally con- 
cerned with radios and merchandise 
department products made at Bridge- 
port, electric ranges, refrigerators, 
and specialty appliances at Cleve- 
land, and air conditioning apparatus 
made in Bloomfield, N. J. 

A retainer arrangement has been 
made with Mr. Quinn, whereby in 
addition to the advertising work 
which he will do for G-E in his new 
connection, he will also assist Mr. 
Wilson, Gerard Swope, president, 
and others in connection with any 
questions of public relations and 
sales promotion. 
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CHALK UP ONE MORE 


NEWS TO COFFEE LOVERS ! 
someraine/Aceally Lown ! 


HELPS KEEP YOU REGULAR! 
Ends Constipation Worries! 


The First Real Improvement 

in Coffee Flavor in 50 Years! 

Tr VOU tore + teen case for GOOD COFFEE... 
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JAVOL 


Yes, it's true. The Javol Company, Min- 
neapolis, is ready to “keep you regular” 


with coffee. The cheerful news in this 
copy was brought to Mason City, lowa, 
readers. 


FORD, COCA-COLA, 
ETHYL POSTERS 
GET ART AWARDS 


Sixth Annual Exhibit Opens 
In Chicago 


(Pictures on Page 35) 

Chicago, Nov. 7—The poster 
showing two dogs gazing after a 
disappearing automobile, with one 
telling the other, “No use, Mac, It’s 
a Ford V-8,” was announced as the 
first prize winner in the sixth an- 
nual exhibition of outdoor advertis- 
ing art which opened in the Wedge- 
wood Room at Marshall Field & Co. 
this noon. 

The winning poster was painted 


|| by Howard Scott, and was produced 


(Continued on Page 32, Col. 4) 


Auto Show Linage Is 
Up; Large Space Used 


By Most 


Exhibitors 


Individual Space Records Are Presented by 
“Advertising Age” 


New York, Nov. 7.—The flexibil- 
ity of contemporary advertising prac- 
tice was strikingly demonstrated 
here this week by the large volume 
and ingenious character of the news- 
paper tie-in advertising in a wide 
variety of classifications of adver- 
tisers seeking to profit from publicity 
attending the announcements of new 
models published in conjunction with 
the National Automobile Show. 

The most complete tie-in cam- 
paign was that of the Gulf Refining 
Company, advertising Gulf gasoline 
and Gulflube motor oil. There were 
23 advertisements, 4,950 lines in all, 
in the auto show supplement of the 
Sunday edition of the New York 
Herald Tribune, 

In each case special copy was pre- 
pared to fit adjoining advertising of 
car manufactures. The advertise- 
ment beside Nash copy said, “Fit as 
a fiddle and ready to go in the new 
Nash,—with that good Gulf gaso- 
line!” Another read, “Oh what fun it 
is to ride in a brand-new Chevrolet.” 


Breaks Into Verse 


Tide Water Oil Company placed 
ten 100-line advertisements in the 
Sunday New York Times, picturing 
the familiar Tydol engineer, as 
drawn by Otto Soglow, and using 
doggerel as headlines. The follow- 
ing couplets are typical of the series: 
“Yow’ll waste no time in your garage 
“If you use me in your new Dodge; 
“The experts swear it always pays 
“To use this gas in Chevrolets. 
“Buick’s the buy and I’m the guy 
“That gets you there with gas to 

spare.” 

A C Spark Plug, a General Motors 
subsidiary, led accessory manufac- 
turers in volume of tie-in advertis- 

(Continued on Page 30, Col. 1) 


Last Minute News Flashes 


O-Cedar Account to John H. Danham Company 


Chicago, 


Nov. 8.—0O-Cedar Corporation has placed its advertising 
account with John H. Dunham Company, effective at once. 
previously handled this account for several years. 
.use of magazines for the first time since 1932. 


Mr. Dunham 
New plans provide for 


Abandon N. Y. Tugwell Bill; to Support U. S. Measure 

New York, Nov. 8.—City officials notified representatives of the drug 
and cosmetic industries here yesterday that the proposed “baby Tugwell 
bill,’ a projected local ordinance which would rigidly regulate the sale 
and advertising of drugs and cosmetics, would be abandoned if the in- 
dustries concerned would support the federal regulatory bill framed by 
Senator Royal S. Copeland. The offer was accepted. 


Keith Evans to Handle Inland Steel Sales Promotion 


Chicago, Nov. 8.—Keith J. Evans has been appointed manager of the 
sales promotion division of Inland Steel Company. He will have charge of 
the company’s advertising, sales statistics and commercial research. 

Mr. Evans will continue to direct advertising of Joseph T. Ryerson 
& Son, Inc., where he has been advertising manager since 1917, and will 
maintain offices with both organizations. Inland and Ryerson were recently 
merged, but will continue to operate as separate entities. 


Radio Makers Promote Metal Tubes 


New York, Nov. 8—A cooperative advertisement explaining advan- 
tages of metal tubes was placed this week for 48 radio manufacturers in a 


major market list of approximately 


70 newspapers by Lord & Thomas, 


agency for RCA-Victor Company, which holds basic patents on metal 


tubes. Similar copy may follow. 


New York, Nov. 7.—The disturbed 
conditions in the automotive indus- 
try created by moving ahead 60 days 
the official release date for new 
models were refiected in volume and 
character of automotive copy appear- 
ing in local newspapers this week. 
Of special interest are the changes 
in comparative sizes of show ap- 
propriations, due in some instances 
to premature showings, and the dif- 
ferences of opinion as to strategy 
exhibited by the various manufac- 
turers. 

One sign making for optimism is 
the big jump in automotive linage 
over last year and another is the 
shift in advertising support from 
the lowest-priced to the medium- 
priced models, as may be observed 
by referring to the accompanying 
tabulation. 

A count of manufacturers’ linage 
in nine Manhattan dailies for the 
period from Nov. 1, the day before 
the opening, through Nov. 6, made 
by ADVERTISING AcE, identifies. 307,- 
545 lines of the 338,662 lines in the 
complete automotive classification 
for these papers as reported by 
Media Records, Inc. The ADveERTIs- 
Inc AGE measurement includes only 
factory advertising of cars and 
trucks, while the Media Records re- 
port includes, tires, accessories, gaso- 
line and all products in the classi- 
fication. 


Oldsmobile Heaviest Advertiser 


According to the ADVERTISING AGE 
breakdown, Oldsmobile displaced 
Chevrolet as the biggest advertiser 
at show week, 27,700 lines being 
placed for Oldsmobile during the six- 
day period. 

Buick, another General Motors 
product, was next with 25,325 lines, 
while Chevrolet’s score of 20,375 
lines put it in third place. 

A feature of the advertising parade 
was the big volume of institutional 
and separate exhibit copy placed by 
General Motors and Ford and the 
absence of advertising of this char- 
acter from other factories. One rea- 
son, apparently, is that these two 
manufacturers were the only ones to 
Stage special shows of their own. 

The largest total factory linage 
was placed by General Motors. In- 
cluding copy for General Motors Ac- 
ceptance Corporation, 5,485 lines, in- 
stitutional, 24,025, and separate ex- 
hibit, 22,450, the General Motors 
total reached 143,985 lines, or nearly 
one-half the entire show volume. 

While there was little similarity 
in copy slants this -year, study of 
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Ben Day and white space. The com: 
Total Automotive Linage for Nine Manhattan Dailies from —, ey by = Ri pe = AB leg Individual Auto Show Linage in Nine New York Papers from 
November 1 to 6, 1935, Inclusive, as Measured az a 7 , N ber 1 to 6. Inclusi 
by Media Records, Inc. 
Uses Big Units Advertisers Linage 
Nov. 1 Nov.2 Nov.3 Nov.4 Nov.5 Nov. 6 
Fri. Sat. Sun. Mon. Tues. Wed. Total The General Motors special exhibit General Motors Corp.: 
TAMOB owen 2470 1,344 38,710 5,019 9,040 7,379 63.962 || copy, published to attract visitors to rr ee = sence ence e ence eeeeseeeeeeeneeenas 25,325 
Herald-Tribune . 3,088 672 40,974 4,798 5,425 8,639 63,596 * 4 a ac Motor Co. 
American ......... 21240 5,632 21.980 15626 4,021 2,196 37.695 || ‘8 free-admission display at the Wal (Cadillac-LaSalle-Fleetwood) ...............s++- 3,34 
dorf-Astoria, included inserti ) » 3,346 
BE dq Ges pesesse 423 2,057 14,902 1,864 2,473 1,385 23,104 ort-Astoria, included an insertion Chevrolet Motor Co....... 20.375 
| Fa Laee 420 9,519 2,417 1,000 2,216 15,572 in 42 of the 50 editions measured. Olds Motor Works (Oldsmobile) ................... 27700 
Post crereserere WOR I1608E 24. ret | 6886 ris Tegal || Positions were requested in amuse- k,l, Sreeeerrrerrrrerrirer - 15,280 
Uae sem 844 26,949 5,005 7,111 3.045 42,954 ment columns, and the larger inser- I Se ce haa e kb oho 6 kbc ese ekeeneee 24,025 
World- -Telegram .. 2,752 22,036 4,564 4,632 7,244 41,228 tions described the ten moving dis- Separate exhibit announcements.................. . 22,450 
—~ plays in a way to impress the reader General Motors Acceptance Corp.............+++. . 5,485 
= with the thought that here was a , 143,985 
Chrysler Corporation: 
show to enthrall one for an entire eo hk ines bedded meee Rba -- 14,795 
the copy reveals little that appears | Alfred P. Sloan, Jr., over his signa-|¢Veming. A Frigidaire exhibit was De Bote Motor Corp......,..cccsccscccvsvvcvvcece ,950 
distinctive. ture, in which he discusses briefly included. — og ete 4 TEEUEETELUCELELELETT EET TTT 14,825 
The automobile men themselves|new models and the economic im- With a few exceptions, such as the ymout a Gis Girne kas bbeRekSiaee hones 11,910 ign 
were heard to comment on the|portance of the industry’s move to small special exhibit copy and the . , 
testimonial series for Buick, which Ford Motor Company: 
“measure the value” institutional | advance new model dates and goes at |- 1 ~ oe tis ee ii hoes cae keke bp ERNE ROSS 7,335 
copy for General Motors, one of two |length into the matter of educating |€8@n last month, adver oe eae a alee eater neenC or: 3,330 
institutional campaigns current for|the public with regard to safety | Placed for General Motors sa ’ : ET Seis as chicken vesdecbeeecdeneesacund 7,510 
this account, and the small space | measures. All this advertiser’s in- pages or big units. Eight of the iis ca ond a es ae ekha ee ieee es ECE 15,015 
with a minimum of text used by |stitutional copy, 12 insertions in|Chevrolet advertisements, for ex- Hua — , 33,190 
Cord eight papers, occupied one full page ample, were full pages, and the udson Motor Car Company: 
. 4 ‘| regular Buick copy was increased ac acd babs 54h Gees AOD RSD SENSE RIRRORONE 9,065 
The General Motors copy, placed It was the consensus of the auto- T 1 ; 9.17 
by nine show advertisements occupy- ES et oe eee eee ROE ere 175 
by Campbell-Ewald, is a re-run of an| mobile men that Cord advertising |? py 18,240 
almost identical campaign used three | was the best of its size from the |!"& large space. Pockard Motor Cor EET TEE TE PORE OP 16,450 
years ago, the only changes being |standpoint of impression effective- e Nas otor Company: 
minor ones to make the copy de-|ness. The show campaign for this Feed fe Prominent pw ee ee eee vane 
scriptive of current models. make consisted of six insertions of The Ford institutional copy oc- EES PAECVLD DAUM SV ESS ERED KER EO ESET Ere cEsEse > = 14,420 
The other institutional campaign, | the same 300-line copy in six papers.|cupied nearly as much space as the The Studebaker Sales Corp. of America.............0.+s005 7.145 
placed by Arthur Kudner, Inc., con- It illustrated the forepart of the | separate advertisements for the three Graham-Paige Motors Corp. (Graham).............eee+eee0. 5,345 
sists of a series of messages from | new model in a deep double panel of | cars in the line, but it also served Hupp Motor Car Corporation (Hupmobile)............. coscoe ae 
vp By me Be Bh Saree ee rere eee ee 3,060 
Tee Weed Meter Co; CWS TRUCKS). oc. ci ciccssccveccesoce 3,000 
pe ee | eer er . 2,870 
The WilyOOVeriana Co, CWVHIVS).. ccc cccccccccccccccecces - 2,395 
RE ee SO CIO as oo bo 0.6.0: 6:00 050-000-060 0:00:08 oes 1,800 
International Harvester Co. (International Trucks)......... - 1,505 
307,545 
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“‘Pappy’s shore crazy about that corn 


we got up in lowa!’’ 


You bet your bottom dollar lowans are too! With a corn crop 
90 per cent larger than last year's, lowa 1935 farm income alone will 
be an easy half billion dollars. Bite into this juicy market through 
dominant advertising in The Des Moines Register and Tribune . . . 
daily circulation now 275,028 gives 43 per cent state coverage at 
lowest milline rates in lowa. 


as the invitation to the special ex- 
hibit and as a composite advertise- 
ment on the line. 
The Ford schedule included a four- 
color page on the Ford car in The 
American Weekly, which is distrib- 
uted with the Sunday edition of the 
American. The only other automotive 
advertisers to use color or roto copy 
in the period checked were General 
Motors Acceptance Corporation, 
which carried a full page in The 
American Weekly, and Dodge, which 
published a roto page in the Sunday 
News. 

The Oldsmobile campaign employed 
a combination of the teaser and 
smash techniques, several 200-liners 
being published in the same edition 
with an insertion of large size. In 
all, this advertiser ran 38 insertions 
of 200 lines and 12 large pieces of 
copy, using all nine papers. 

In company with several others, 


Eight-day auto show “week” 
advertising totals for nine papers 
for 1935, 1934 and 1929 shows, 
as measured by the “New York 


Hudson and Terraplane sought to 
convey the idea they had the most 
that’s new, saying so in these words 
and packing their space with a list 
of improvements. 

The contest idea was utilized by 
Nash, which offered $10,000 in cash 
prizes for the best names submitted 
for its new “400” motor. The “gee- 
whiz” technique was used for copy, 
one of the many sub-heads in a typ- 
ical advertisement reading, ‘Why 
you can stop it quicker than any car 
ever built!” 


Foreign Cars Use Copy 


A novel note was sounded by 
White, which claimed to be first with 
the streamline motor truck, a de- 
sign by Count Alexis de Sakhnoffsky. 

The three distributors of foreign 
cars which exhibited at the show ad- 
vertised this year for the first time, 
using small space. Linage placed 
by the management of the show 
amounted to 1,800 lines. 

There were several conspicuous 
absences from the advertising col- 
umns this year, notably Fisher Body, 
heretofore a user of large space. The 
Auburn and Duesenberg were ex- 


COMICS 


—for low cost 
sales results 


Mctropolitan| © 


1935 1934 — 1929 | hibited but no copy in newspapers 
re 55,022 79,114 145,795 
Herald Trib.... 55,142 72,456 135,716 | Was placed for these makes, although 
Semevionn ate eam aeoee py Heer they are currently advertised in 
ee 18, 9,414 16,3 
Mirror ......... 8.054 7696 7.900 | ™aeazines. 
ccs eave we 36,975 52,629 122,505] Other non-advertisers were Gen- 
ceeene) : et been ye eral Motors trucks, Austin and 

Beano cig 197 16,661 74,04 : 
wo: “Peleg... 29'202 49°885 — Delco-Remy, and the absence of | 
Chrysler institutional copy surprised 
POtANsi5.0s5 271,627 395,179 652,242 (Continued on Page 30, Col. 3) 
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MOST COMPREHENSIVE EDI- 


’ TORIAL STUDY OF FORD PLANT 


ENGINEERING AND PRODUCTION 
METHODS EVER MADE 


An unusually dramatic project in busi- 
ness paper publishing will appear in the 
January, 1936, issue of Mill & Factory. 
For the first time the real story of Ford 
production will be told plus the story 
never before told . . . the effect upon 
production efficiency of the $35,000,- 
000 Ford modernization program of 
the past year. Every executive in Amer- 
ica will find profit and interest in every 
page of this important issue. 


Over 400 Photographs 


With Ford permission and cooperation, 
Mill & Factory editors have gathered 
material for weeks in the Ford plant. 
Asa result of this more than 400 photo- 
graphs will appear in this issue along 
with the story of machines, processes, 


Mill & Factory Announces — 
Historical Publishing Project! 


new methods in a manner that will be 
of outstanding interest to plant engi- 
neers and production men. So the Ford 
Rouge plant story will be told in pic- 
tures, made clear in charts and plan 
diagrams, in full . . . authentic and 
complete. 


Modernization Methods 


How Ford saves is a story of dollars 
and cents value to any executive. Why 
Ford is scrapping 60,000 electric mo- 
tors, why Ford installed 2,000 tons of 
refrigeration this year, and purchased 
millions of dollars of other equipment 
... is all told in detail. How moderni- 
zation has brought savings to every 
phase of plant operation — numerous 
case studies with figures are given. 


An Advertising Opportunity 


Perhaps no issue of any business maga- 
zine has ever told a more interesting story 
than will this January, 1936, issue of 


FOR 
_puaeasnt? A 


Mill & Factory. Current figures indicate 
the circulation will run over 25,000 
copies and the supply will even then be 
short of the demand. With no increase 
in advertising rates, it presents a tre- 
mendous advertising opportunity. 
Write or wire for rates or any desired 
information. 


MILL FACTORY 


A CONOVOR-MAST PUBLICATION 


Executive Offices: 
205 E. 42nd St., New York City 


Western Offices: 
333 N. Michigan Ave., Chicago 


President, Harvey Conover . . Vice-President, 
B. P. Mast... Editorial Director, Hartley W. 
Barclay ... Advertising Director, E. M. Stanley. 


Advertising Representatives: Lloyd Willoughby, 
A. M. Morse, Jr., R. B. Whitley . . . Southern 
Representatives: Willis Osborn, Grant Bldg., 
Atlanta, Ga. .. . Pacific Coast Representatives: 
Blanchard-Nichols, 111 Sutter St., San Fran- 
cisco, Calif., and 1212 Lincoln Bldg., Los 
Angeles, Calif. 


% NOW THE WORLD 
WILL BE TOLD 


Below is a partial list of the plant engi- 
neering surveys of Ford operations cov- 
ered in individual editorial sections for 
each subject. 


Welding 

Machine Tools & Accessories 
Materials Handling 

Mech. Power Transmission 
Air Conditioning 

Electrical Power Distribution 
Plant Lighting 

Factory Buildings 

Safety Equipment 

Small & Portable Tools 
Power Production 
Inspection, Testing & Gages 
Abrasives & Grinding 
Lubrication 

Plant Piping - 

Tungsten Carbide Tools 
Maintenance Dept. Equipment 


Charts of Operations, Power Dia- 
grams, Building Layouts, etc., etc., 
included. Also numerous general 
articles on colorful high-lights of 
Ford history. 
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Margeson Joins Field’s 


James P. Margeson, Jr., vice-presi- 
cent and general manager of Phoe- 
nix Hosiery Company since 1931, has 
been appointed assistant general 
manager and merchandise manager 
of the whclesale and manufacturing 
civisions of Marshall Field & Co., 
Chicago. R. H. Bettcher, with Field 
wholesale for many years, has been 
appointed assistant merchandise 
manager under Mr. Margeson. 


Marsh Gets Three 


Terrill Belknap Marsh Associates, 
New York, have been appointed for 
advertising of Angelo’s restaurant, 
New York, Henry Rauch & Son, Mt. 
Vernon, N. Y., maker of heavy ma- 
chinery and Robles Envelope Com- 
pany, New York. 


COURT DECIDES 
FIRM IMITATED 
LIFEBUOY SOAP 


New York, Nov. 7.—In a decision 
handed down this week in the Su- 
preme Court of New York County, 
J. Eavenson & Sons, Inc., Philadel- 
phia, was enjoined from manufac- 
turing a product closely resembling 
Lever Brothers Company’s Lifebuoy 
Health Soap and was ordered to ac- 


count for all profits realized on the 
sale of the competing soap and pay 
all damages. 

The case represents another vic- 
tory in the field of protecting the 
accumulated results of extensive ad- 
vertising over a long period of years. 
The decision was rendered by Judge 
Julius Miller after a trial lasting 
three weeks. 

Lever Brothers Company was rep- 
resented by Neil P. Cullom and 
Henry W. Steingarten of De Forest, 
Cullom & Elder, The defendants, J. 
Eavenson & Sons, Inc., and R. C. 
Williams & Co., Inc., had as counsel 
Harold Nathan and Chester Rohr- 
lich. of Cook, Nathan, Lehman & 
Greenman. 


Testimony brought out the de- 
tailed history of the marketing of a 
earbolic toilet soap of reddish color. 
Lever Brothers produced evidence 
that for almost 40 years they have 
used a collocation of various fea- 
tures with reference to Lifebuoy 
soap, the red color, the carbolic odor 
and the octagonal shape, and that 
“by the expenditure of large sums of 
money in advertising and sales ex- 
pansion” they “developed and main- 
tained a nation-wide secondary 
meaning for this soap, and thereby 
produced a distinctive commercial 
property or good will of great value.” 

When Lever Brothers started in 
1895, they introduced Lifebuoy, 
“reddish in color, carbolic in odor 


ready to go. 


Presenting 


ONSIDER the advent of a new 
cravat. It’s good looking. It’s 
durable. It’s priced right. It’s all 


But how? How—in a world al- 
ready loaded with cravats, and 
most of them selling in quantity? 

The canny way is to advertise 
it to people most likely to buy a 
smart new cravat—the kind of 
people other people copy. 

How do you do that? 

Ask a good advertising man. 
He’ll probably say, “Advertise it 
in The New Yorker.” 

Why? Because The New Yorker 


circulation, read 


their example. 


of things. 


Including your product. 


THE 


EW YORKER 


25 WEST 4sth STREET 


THE PEOPLE OTHER PEOPLE 


CRAVATL 


is a national weekly of selective 


127,000 people each week... in 
big cities all over the country. 
These 127,000 are the ones who 
keep an eagle eye on what’s new, 
what’s smart and what’s better. 

They buy the new things first. 
The rest of the country follows 


And don’t get the idea that this 
applies only to cravats. It also 
goes for shoes and sheets, linole- 
um and life insurance. All kinds 


by more than 


and octagonal in shape,” and be- 
tween that time and 1932, according 
to the judicial decision, “so far as 
is known no other soap was sold in 
this state, or in the United States 
that possessed the plaintiff’s collo- 
cation.” 

Until 1901, they sold it in twin 
bars. Since then, it has been in a 
carton and the shape and color have 
been constantly accentuated in the 
advertising. In 1915, the bar was 
reduced to four ounces, where it has 
remained fixed for 20 years. During 
the past 35 years, the decision con- 
tinues, the sale and advertising of 
the plaintiff's soap for toilet and 
bath purposes has been nation-wide, 
and its soap was generally known 
as the only red carbolic soap. 

In 1912, cartons bore the words, 
“Lifebuoy Healthy Soap.” Since then 
it has been advertised invariably as 
health soap. In 1915, it was named 
“Lifebuoy Health Soap” and in 1919, 
the words “Health Soap” were im- 
pressed on the bar. 


Make Private Brands 


Eavenson and its predecessor have 
been soap manufacturers for over 47 
years, the evidence showed, making 
and selling at various times prod- 
ucts “carbolic in odor” but none that 
were octagonal in shape until 1933. 

In 1898 and for about two years, 
this company supplied a druggist in 
Washington, D. C., with a brownish 
red soap. About the same time it 
made some “Red Cross” soap for 
Johnson & Johnson, New Brunswick. 
In 1918, a small quantity was made 
for use of employes of the Curtis 
Publishing Company, in 1906 or 
thereabouts an unknown quantity 
for Jayne & Co., Boston, and in 1915 
and 1922, a carbolic animal soap 
was produced for H. K. Mulford & 
Co., Philadelphia. 

In 1923, Eavenson solicited trade 
on a reddish, carbolic soap, but it 
was oval in shape and enclosed in 
rectangular blue cartons. A similar 
soap had been marketed between 
1914 and 1922 called “Jesco Skin 
Health Soap,” Eavenson claimed, but 
failed to support the testimony with 
proof, according to the court/’ 

Bernard Marks, an Eavenson em- 
ploye, testified that in 1933, he was 
directed by the general manager to 
order a die octagonal in shape “not 
too much like Lifebuoy” and to buy 
a cake of Lifebuoy before making 
the die. “Skin Health” was aban- 
doned and the word “Health” was 
used to describe the product. The 
blue carton was abandoned, 

Impressed on the soap is the deal- 
er’s name to whom Eavenson sold 
the product. At present, the court 
found, Eavenson impresses over 80 
different names on the bars. Use of 
all the elements featured by Lever 
classified it as “an imitation soap,” 
Judge Miller found. 


“Conclusion Inescapable” 


“Each one of these distinguishing 
features might be separately used 
and no harm result. But when all, 
or a number of them, are combined 
in a single package, and so arranged 
and exhibited that when they strike 
the eye of the intending purchaser, 
possessed of ordinary intelligence 
and judgment, the false impression 
is likely to be produced that the 
goods of the plaintiff are offered, it 
is the province of equity to interfere 
for the protection of the purchasing 
public as well as the plaintiffs, and 
for the suppression of unfair and 
dishonest competition,” the court de- 
cided. 

“The conclusion is inescapable 
that defendant intentionally imi- 
tated the plaintiff’s soap and placed 
its imitation upon the market solely 
for the fraudulent purpose of appro- 
priating plaintiff's reputation and in- 
vestment and to attribute to de- 
fendant’s product a false origin.” 


E. H. Marsh Appointed 


Edward H. Marsh, agency head of 
Springfield, Mass., has been appointed 
director of publications and souve- 
nirs for Springfield’s tercentenary in 
1936. 


Name Finley for Bureau 

Harry I. Finley, for many years 
with the Atlantic City, N. J., Press 
Union, has been appointed director 
of the Atlantic City Press Bureau by 
the municipal advertising committee. 
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ADVERTISING AGE 


THE COMIC WE 


Everybody Reads The Comics 


w to Sell Goods! 


Laughs, Loves, Thrills and Tears have built 
the largest weekly reading audience on earth for 
THE COMIC WEEKLY-and for advertisers 


HEY read the ‘‘comics”’ to laugh—yes. But 
they read them for romance, too, and for 
adventure and for pathos. . . these millions that 
follow the ‘‘comics’’ religiously every week. 
‘*Skippy’’ generates miles of smiles, but be- 
hind each one may be a poignant memory of 
a bygone childhood day. ‘‘Tillie the Toiler’’ is 
highly amusing to her great female ‘‘public,’’ 
but there’s many a man who sadly remembers 
when he stood in ‘‘Mac’s”’ shoes, faithfully 
serving Her Majesty only to lose date after 
date to a ‘‘visiting fireman.”’ 
So it goes—every page an experience, every 
experience striking deep into the reader’s con- 


QUAKER OATS BUYS THE COMIC WEEKLY 


ON PROVEN PERFORMANCE 


TheQuaker Oats Companyordered 
its first page in THE COMIC 
WEEKLY featuring Aunt Jem- 
ima Pancake Flour to run in Jan- 
uary, 1932. Since then, the Quaker 
Oats Company has backed its be- 
lief in THE COMIC WEEKLY’S 
productivity by using it for the ad- 
vertising of Quaker Oats, Mother's 
Oats, Aunt Jemima, Puffed 
Wheat, Puffed Rice and Crackels. 
During 1934 the advertising ex- 
penditure was $115,000, and this 
expenditure is substantially in- 
creased in 1935. 

In 1934, and for a part of 1935, 


advertisements were keyed and 
results carefully checked. Re- 
cently, Quaker Oats have keyed 
no advertisements in THE 
COMIC WEEKLY. 

During 1934, sixadvertisements 
on Quaker Puffed Wheat and 
Rice, featuring Babe Ruth, pro- 
duced over three million box- 
tops. In 1935, the first three ad- 
vertisements in THE COMIC 
WEEKLY and other publications 
produced over four million box- 
tops. A great tribute to the wide- 
spread editorial appeal—and 
Laughs, Loves, Thrills and Tears. 


959 Eighth Avenue, New York City . . . Palmolive Building, Chicago 


sciousness, stirring old memories; dramatizing 
‘‘what might have been.”’ 

Laughs, Loves, Thrills and Tears—these, 
and these alone, have built the largest weekly 
reading audience on the face of the earth for 
THE COMIC WEEKLY. 

Every week, through the 17 great Hearst 
Sunday newspapers, this medium goes into 
more than 5,500,000 homes, and is read by 
upward of 20,000,000 persons. 99% of the juve- 
niles devour it— complete coverage of this 
most important group, for every advertiser is 
aware of the ever widening influence of the 
younger generation on family purchases. 

Plus millions of adults — and over fifty important 
national advertisers have learned during the last four 
years that these adults alone constitute sufficient reason 
for a regular schedule in THE COMIC WEEKLY. 

What more effective way to reach them than to march 
straight down the line of Laughs, Loves, Thrills and 
Tears, in step with these human emotions that all 
people— young and old—eternally seek? For that is the 
line that leads to sales. And increased sales inevitably 
point the way to greater profits. 

Specific information about THE COMIC WEEKLY, 
with reference to the product or service for sale, will 
be gladly furnished. In New York call COlumbus 
5-2642; in Chicago, Superior. 6820. 

Full Color Rates in THE COMIC WEEKLY: Back 
cover, $17,500; Inside page, $16,000 per issue. 


; sh = $ : he : os : pn at oy 14! a ey : 
er | 
———— n ; 
—MWPKgqqaaaaaaanS LLL LLL ED 
be- 5 Be ee 
ling 4 
- as _ 
1 in i 
Jima 
ates aa 
ollo- a 
win <i rc 
na : 7 
lave ; 
the ia 
was es 
has : 
ring wae 
con- dais 
fi 
s of ig 
and oe 
ride, sale, i y Ad Bs bs : y 
own en a fi en. 
? ie OE 
rds. “sill ; it ee ae 
’ er . 5 & ? il 7 ae he 4 So ee z 
then ee ts Seige 5 : “ 
med a i 6 bin Pa Rei te era Baar = 
a ¥ Ye he See i Bl a 4 ee a : ‘ 
im- = + we e 3 : -. . > ——e ——— ek 4 
s ee ie Ls P z te , ey : .: ee 7 : hows rel 
EE gi: . = ee my — a go ee = os aa a. BSG tog 
ae * 4 ea ‘a sak: “is Meee as ‘~ rani 
have x ae a y hd . +e  —— 2. ere evar 
r 47 < - ro af > - a a Ly : 
:: 4 is £ 3 > ¥ gan gs er eee Wer 
kin . | . 7 Us il a “Png 
: S : Mee an ay é ee ‘ a . 3 .- aa ae ee re 
rod- ae he | is a > ee , 
ee eis en ee ‘ % 4 Sok Ten Waa es qo ae i Mey hee eo, s : 
tha ee ees Pi e? ies oa : oe a. ae iy Oats Se me Lage i 
: a: oa. ‘ean ME ec Se 
1933. eee css: Sk: a ae > SRaearigitr PIRES « ee Bc: ee 
ears, Y ae m Wag — ee ae : = 
a 4 Be” 3 ae ae Ff Boe es eS eae aoe 
nish a  , i ee we eee * he ey 
co 4 - - i ey ae oe ; oS ee pier te 
le it eS a. . ages =e gaat "Ee ae ee a ys ee mete 
oe ee i: ee ee + a sts ec we, 
for _— = re poe ot eee <8 
vick i a ee sly sibel ae pei hail 
Pe ar ‘ a eo gaa ase Opel eee 
at Bema = ae at’ Mr, MERE Nee se eS at ae : * 
nade = = | eo es j ts feo. a Ree a 
a ap aaa é Waa) te he eee z 
urtis oe saga ee eS eo beige 
} or a ee : pad si Rea a aaa, 
Se Ss see ge a ee ~ - Moe = Ba ames ee: 
ae 3 Ke eS _ ye aaa, ees ies ag: 
ntity { nig ‘ iS iS, . ee ee es 
1915 Pee : : a fe P es Se Be, auakes Os 
Po Nw ite an aa ie peas 
soap ee a - if £ ge alc 
Re. eae ee oe ri A yet ie 4 Par y “a as - ee en tee es ig cca oie 6a, ’ 
rd & ~ \ <i, —_ — — aes 
3 RRR aa ie teat eigen ee Pry a i . Riise arte ore ihe 
2, oS pte he e ae gt a : P ee Ne ae ESS. pe i ee ea 
‘rade ie <2 nee he Gl i Boe: 
ee ee Ree eRe ea as ee ae a ae am is ple 
ut it ae ra st gt ‘ se WEA Bera) em ee 
di 2c ae oe ne : i’ Re a sem cae 2. eee ee kre 
- zi Ke iS: oe = © ae a es a ee a a is Bs ca E Bey . om ais fia pied ti ee Hae. hae P 2 ' “ 5 . 
nilar ee a ote a faith: a i | a ee 
2 Re cog oe a = Satan eae A e —— MIE 3, 
ween a fe ee : a fae —— eae 
et ee Bey si Sai iets ge —— 
Skin a ie — ae 4 ee jt ae -* __ : Bee - Spe es 2 ae Ee . 
on : 3 : ——i‘(<i<‘<‘<‘i‘ eZ Sd : ea ee 
|, but oe : \ a — 
ee Sem, goss ae pms R pO ce Mies : 
ee ee Ps ‘ - ke. $ a A ei an i : z : ee 
. : 3 a j $ Sate % a Agee ie ee 
X le i ahead Se i < bs ee ge —_— a eee § oe or ae 
. em- ; tt a. ; Rea ee co ne! et eo e  —— >. . eo e fy esa 
oe eae Cite a er Wee gi : aa rn : % ee ‘ : ; Et ied 
. Was ; ee ee ee hee ee —. J ri LS eae a = ee cig sae ae Ee 
er to iia: Pree en Me ee ee cree : _— ee oe : ; . . cng 
“not : : wi 7 Peet reer ee reas (pes Pe “ We ee ae ae ee s ee ATO 
3 ead 7 is Se seal e st ag See Ese ee rg Fe eS, 
Be Scie ees BR syle te a banter be she tee earn ‘eae % ‘ Bath sea eg ‘ a 3 eh as ara 
jay - ae Bh hs i eae pera iin Cee  —— ee ree one 
aking | _ ee ace Si ek! i ae —— es ae 
= ee Bla abet oe aN saan ae I, _ a > ge ete a ae eo 
aban- —. — were eae eat oe — —_ seats a ” : Pr ore eee ee : i : Sara 
= : . Shs ok es a Pe ce reer agers Oey ae Merete tt eee : sre | Sot 
was ee ic a ‘ an - rena ee 4 : : i ‘oc eae Pep ep ted eer he uae eon Bis ache artist eens 
Be i ——_ Pes Stas - _— as IE tas Poser: re eg, S eee Regt eis te De Ne apes 
The bee i. pe nek pals a . EN eee cee eae Venere vans SOE Peo i eee nts 2 Rao 
a aacalll eas ‘ Sheela: ee w 1 tT SP te i aa ee a as Ae eee ene. ae ee Uy lire ae 
ee : . ‘ rr Bi oe " sw ¥ t Dear ep Teme ee ee a eee ee coe) core oe oe 
ae : ae tits # os 3 3! ‘ 5 5 Sry 4 { retys ia ein 7 geet nie wo Ab he aes 2 me Ss Ae en 
sold a . 2» . i — te RO a a Mae vy tates ; ee sks 
‘2 " 3 ee ee. : 4 Puy sii aa u egies les - ' cceeamaas, He vee 
court * : ‘ x — - oo ee o g ee DE ai a 
Ise of = a es oS . ie . 2 F ee 4 — oe pee 3 eee ul 3 Sree  & Me ; tae. ak is sh areata na 
Be ; « _ * voici a Le: —  -z- EE Te AR 
Lever ae a c) —_—— _— ibaa | mas a 
” See eS ——F 20 a ‘ on er ee ae en 
ones ; —— §=~—(<C;; = eG aa eae 
¥ f , a dl : i 3 a 5 x = aie Rie ares r 
' Re ‘ a 4 
“ . a . ae * 
shing * a a ‘ial = 
cane ee eae a F , coe ee | fa ba 
all, =< vm ae ae a : i Bt i = a * ; me ae 
. Rais “Ge Ul nn as ra oe aoe oe : 
bined ™ ha e sae an - poe si Jee cn oe catad seis paray st ee a 
anged ie Seek RM ws a a a eer en ees ae x Se en ee er oe eee 
: g aiie, See ge ee Bee, Geary a ME See ay er ae ee 
strike Z Faye ara Pemnnes 8 T te 0 ale ie ee aks a , eee coe ee nee 
. songs ae el ‘ is eae) ty eh a ee ctehe 3 [Saas Ligh ie ond Si s | 7 ae Lit ne 
i Bee SS ot Ah ae Nes Pie se : nes as, as ee Coe ee ot eed ne. 
Fe % Set os a i er oe Se Sey a SEty) oes € ae ee een Sa ia asad 
5 pT: a : & as: es BRA 3 ee a ae ~ Se : 2 Sa fos ise a. 
3 iis ays 3 ; 5 ——T ie alt i a oe hits q 
ee eee 3 a a (ea - a fo 
De aa AS ae RS ecteuaee eee Po : E rae) S \ ae ‘ ia ie: ee 
° eas ji id ote mises ia al a ae = Ec ght : a - = Fas sap Ptr a as A 
2 eee —— a f Be ag ca ne es art a 
i are < — a ‘i ; - ie tte 
: cork ne San ee be sar ee eet ‘ AHN Eee eee 
<r ee oF \ 7 ; : ie a 
alia oO THE oe Fs § Cie mes 
Cate “a ee oA pe’ ~ oe 
ae kK T ta ae eo —— be i ae 8 i ee 
oe ee aS gs a 3 aN 5 Peet. 
a es 3 Ls Tee * Fhe % 2 . ES eri ace 
. ee & Sa ° + See eS SE Age 
ms — ae 2 etal ome OS) i ~~ 
placed —. a — 3 XY Me 7 > eS. Ee Ag . 
a e & ok ; ~~. a Rekictg 56 » — <a 4 ieee 
aolely / - mci ek ae Ny pa or Red aa * es Rs = i 
appro- er Be SEX ss OS a \ 
pee ec ae : Se ee ee Sate) s J a 5 = = Re A NSS : 
nd in- oe a oS Thos : 4 Oe 
o de Re y S << < aoe UNG . 
' . ; is ‘ je Ses Se Sse 
| ~~ | 
ted a Naan . 
ead of ri ; Ne 
ointed Bat Se ‘ F 
souve- naa enieag : ee: acres meen é ‘ 
ee -ieae Bee oe eet, ae) é : 
ary in Sees = ene Bree = => 
eau ie e! : a di se }. 
: See Bye ' 
yee a | eee . 
Pr eee : ‘AS 
Press ve ee hiss AZ Ne 
irector : : 
eau by 
mittee. as 
Rees) Re green 2 ets Be rece en ee gE ee a EL ee cP ae ear a) ee pe 
he ate ae ae ame ety Peete ce se ccc cam Bea erate ee i dO ese ae lige win Biss ne apemir ae Pehe r ulees Sr Ga agen een eects ste real Ane ete aa: ; 
aie Rodel EB wf gs i! gute Pee Aee oar e hah eo reer a Wee Mead py rea ae et te lat ry tee ge ER IN BS, ag ee ais aks Ga ee, thie at ee Se a aes Prien eine cate Th ME Ss ee ees Oa 7 s ee : ates ra a 
ee ei oe i ; ey an eles tn Ene heat ease Fe) Ue tian aro ata = NNR epee ok sae nye eer ys Se hol oe eer) sda ccc me fees Bo ee a ee ae Maa 
a eens GAL amine eae) coe, eae Re ae | ches Eee ae Be Merge tae ai aoe Fie PR eats Sn? ies riay eae Oe eg de eee | a aioe ee are ees eg oe a LN Seeiley  me 2 | (nee = st eee Rie 
eegeres peal a ae agit Misi. Dooce ae ye Sate Be ce ee en ene ie heel poe) Sp ela eae suis ee on aa Peete te See ean tg ee 2 oad . Bee eee Tae gas ag an nie pated Ba, aaa 
TD etre hos re es St ae pg ay, ea ae WE rete oe ee NR rae ENE ay ; ie. er PE LENe Meteraite (oo Mn oie ee a ae Be es anes oe seth pate eee 
oe Cee Meth c  teT ees ets ae ene Sree Br Pe i es ean ae eer pet aie a pe nee ; Pacen es fee Nps Bee 2 NET Sa aes ete! Ok Rae ree ers ee ae ee ee ae Ei eee ee 
eo eee ae mere Trt vsti Fo aie ys cae AP Rie ie demi aa Oe ee mye es elie nc geese Bee EG 4 tis ee ee eee Pee eer ee eee 
: th eras i + sm ibeeea St )S 2 2 ea eaten tah Fe RIO ee a ome a Aue ae Se a, eee daa wy f Phiri res hg Sa ee oe ae a re tees weet yi : 5 Sree ee rt erie ed oa BR agar om 
— ae? Pee itigh th ebro Ma gia a peg emp eee Se cpt 7 nat fea aut Yas Unease san ten gee hanced a va Sea Ree ne eee ne go, Ye Bit beats Cnugs DWN Mints: Seay Lite Ee ee ee 
* Se Pea a Vn RR i ae ge at Wee fag! IARC ann ee rhe aed ee Rein aoe ee ee a eae tei ic aS Be Fe eee is cP ias ; ; ihe ae to 
hae i RAE TIT api RO lad mm ed ee aes Pee Meng MN Te Lie nr rat Pees A hee pra eee ES ete hee tr hs Ve ae aaa Soares Sate tr eget eee se ae hte te ay 
 - gy, ee ae wi es > Le tba Pia PSE ae A ey eas ere a aS RA Pg es MOR, REE Wea tte s 
% x} PAVED RO LUM ie cats aren Soy an eee a eyes ght re Be ya Byer she ee Paree aes os Qe cee 
Reet fea hw Lettre Peace pe tees gos aes 


ADVERTISING AGE 


November 11, 1935 


GO OUTSIDE OF 
PRODUCT TO GET 
IDEAS—STEELE 


Chicago, Nov. 7.—The best ideas 
for advertising commodities must 
now be found outside of the prod- 
uct, asserted A. N. Steele, advertis- 
ing manager of Standard Oil Com- 
pany of Indiana, who addressed an 
overflow meeting of outdoor adver- 
tising interests and the Chicago Fed- 
erated Advertising Club at Marshall 
Field & Co. today. The occasion 


was the sixth annual exhibit of out- 
door advertising art. 

The objective of the successful 
merchandiser today, Mr. Steele said, 
is to get a publicity natural which 
has dramatic qualities and which 
consequently is talked about and 
written about. This is another rea- 
son for going outside of the product 
itself, another being, as he suggested 
humorously, that all the lies about 
gasoline have already been told. 

The success of the live power 
theme which has been used with re- 
markable effect by Standard Oil of 
Indiana, Mr. Steele said, was due 
to the fact that it lent itself to 
publicity without difficulty. As the 
result of the wild animal show at 
the Century of Progress Exposition, 
and live power parades in cities all 


through the company’s territory, the 
product got five or six times as much 
publicity as was represented by the 
advertising expenditure, large as 
that was. 


Went to England 


“For the same reason,” Mr. Steele 
continued, “we went to England to 
get Jack Hylton and his band for 
our radio show. He is a publicity 
natural—a great athlete, a race- 
horse owner, a sensation as a band 
leader in Great britain and on the 
Continent. 

“Another reason we went abroad 
is that we feel that when an artist 
or program has been tied up to and 
associated with a certain product or 
company, it can’t be switched to 
another advertiser the next year 


without making the public feel a 
lack of sincerity. For instance, no 
matter who sponsors Ed Wynn, he 
will continue to be known as the 
Texaco Fire Chief. 

“Hence, with so many leading 
musical features already associated 
in the public mind with other prod- 
ucts, we decided to go abroad in 
search of another ‘publicity natural’ 
—and we think we found him.” 

Mr. Steele devoted a great deal of 
his talk to a discussion of the im- 
portance of advertising research, 
not, ag he explained, the long-haired 
academic kind, but practical re- 
search which rings cash registers. 
He complimented the outdoor indus- 
try upon the establishment of the 
Traffic Audit Bureau, which, he 
said, permits the advertiser to ana- 


FLORIDA 
CANAL 


OPmyY... 
SUNDAY . . 


. . « lies wholly within territory domi- 
nated by the Times-Union. 


Total Net Paid Circulation Six months ending 
3-31-35 


(Member Audit Bureau of Circulations) 


New York 


ncle Sam 


reated This New Market.... 
HE FLORIDA CANAL ZONE 


HEN the President authorized the Florida 


i 
ZONE 


territory which, by coincidence, includes ALL of the 
Florida Canal Zone. 
The rich new sales field offered by the Canal 


Zone greatly enhances the Times-Union's value to the 
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69,605 


20% over the circulation at the time they were set. 


The HPlorida Cimes-Union 


LARGEST CIRCULATION IN JACKSONVILLE 


FLORIDA'S LARGEST NEWSPAPER o5¢ 
Represented Nationally by REYNOLDS-FITZGERALD, Inc. 


Dally 


Chicago 


‘Crome-Stote Ship Canal, he created a new 
market worth at least $146,000,000 for the next five 
years. 


But there was no need to create a medium to 


reach this new market. The Times-Union was already 
in existence and for years had been doing a dom- 


inant job of covering ALL of Jacksonville's trading 


advertiser. Yet in spite of increased opportunities; 
in spite of the fact that only through the Times-Union 
can you reach this whole market, Times-Union rates 
remain unchanged. And these rates, remember, 


already included a circulation bonus of more than 


Detroit San Francisco 


GARNER & GRANT, Atlanta, Georgia 


Los Angeles 


Weatherman Fails 
Advertiser at a 
Critical Moment 


Chicago, Nov. 5.—An ill-fated piece 
of advertising copy, born to better 
things, made its appearance in met- 
ropolitan newspapers in the north- 
ern part of the country today. 

On other days, the copy would 
have brought to Chicagoans, for in- 
stance, delightful dreams of relief 
from the chill winds that now sweep 
up Boul Mich and other highways 
of the Windy City—visions of sun 
baked sands—the siren call of the 
semi-tropics. 

Instead, from those who read that 
a fair Southern city was struck by a 
devastating hurricane yesterday, it 
provoked only amusement. 

The advertisement read simply: 
“78 degrees warm yesterday in 
Miami.” 


lyze the medium as has never been 
possible heretofore. 


Must Do Research 


Even more important, however, 
he said, is the advertiser’s own study 
of his copy, since most advertising 
flops can be blamed on the copy 
rather than the medium. He said 
Standard Oil of Indiana has made 
literally hundreds of tests, using the 
Gallup, Link and other methods, to 
find out how best to present its 
story, and how best to use the indi- 
vidual media in its territory, includ- 
ing 1,400 newspapers regularly on 
the list. 

“For example,” he explained, “we 
found out that to get best attention, 
our newspaper advertisements 
should run above the fold of the 
paper. An increase of 25 to 30 per 
cent in reader attention follows 
when this is done. 

“We likewise found that’ the 
reader is accustomed to read in nar- 
row column widths, and therefore 
we are now setting our ads in news- 
paper column sizes. 

“We also learned from these tests 
that news about the product is of 
more importance in building reader 
interest than the illustration or sig- 
nature. 

“In the matter of frequency, with 
a low-unit sale, with a product 
which is bought frequently, on an 
average three times a week, and 
with convenience of purchasing im- 
portant, a high-frequency advertis- 
ing schedule is necessary. We want 
to stay with this fellow who may be 
buying competitive products all the 
time, and build a wall around the 
competitive buying urges which he 
receives as he drives down the 
street.” 

How It Works 


In discussing the value of analyz- 
ing a specific medium, Mr. Steele 
told of a newspaper which runs a 
local feature, “Right Off the Reel,” 
a two-column unit with a _ border 
simulating a moving picture reel, 
and with local pictures making up 
the daily content. While the pub- 
lisher thought the feature “lousy,” 
the Standard Oil survey showed that 
it had the greatest reader inerest 
of anything in the paper. Position 
alongside it wag consequently ob- 
tained for its advertising. 

“We have used the flops which 
we have made in test campaigns,” 
Mr. Steele said, “for the purpose of 
analyzing the reasons back of them. 
These have been catalogued, to 
make sure that the mistakes are not 
repeated.” 

The speaker closed by suggest- 
ing that advertising men should be 
thankful for the depression, since 
during that period advertising dem- 
onstrated its value in building busi- 
ness. 


Whalen and Reese 


Form New Agency 


Frank E, Whalen and James R. 
Reese have organized the Frank E. 
Whalen Advertising Company, which 
has assumed the business of Loomis- 
Clapham-Whalen Company, Kansas 
City, Mo., and will continue with 
present personnel and accounts. 

Mr. Whalen is president of the 
new firm, and Mr. Reese secretary 
and treasurer. 
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Photographic Exhibit 
Held In Philadelphia 


Members of Photographic Illus- 
trators, Inc., held an exhibition of 
advertising and editorial photo- 
graphs Nov. 4-9 in the galleries of 
Joseph Horne Company, Pittsburgh. 
National advertisers and agencies co- 
operated with the photographers in 
the exhibit, which later will be on 
display in principal cities of the 
country. 

Photographers whose work was 
shown include Leo Aarons, Barnaba 
Studios, Inc., Frederick Bradley, 
Bruehl-Bourges, Grancel Fitz Stu- 
dios, Paul Hesse studio, Victor Kep- 
pler, Inc., Lazarnick, Nicholas 
Muray, Arthur O’Neill, Pagano, Inc., 
Pagano-Wilbar, Inc., Wynn Richards, 
Sarra, Inc., Steichen, Underwood & 
Underwood, Tony Von Horn, H. I. 
Williams and Raphael G. Wolff. 


Junior St. Louis Admen 
Elect New Officers 


Stuart Stevens, W. Wachter En- 
graving Company, has been elected 
president of the Junior Advertising 
Club of St. Louis. Other officers are: 

Albert Maescher, Ridgway Adver- 
tising Company, first vice-president; 
Bert Kneffle, National Matrix Com- 
pany, second vice-president; Albert 
McCollum, J. A. McCollum Advertis- 
ing Specialists, third vice-president; 
Harold Dyer, San-Del Printing Com- 
pany, treasurer; Gregg Puster, Frisco 
Lines, secretary. 


Sears Prestige 
Copy Breaks in 
60 Farm Papers 


Chicago, Nov. 7.—Sears, Roebuck & 
Co. institutional advertising, which 
made its appearance in October 
issues of farm papers, is now ap- 
pearing each month in some 60 state 
and association papers in the farm 
field, and may be extended to the 
national farm press, and possibly to 
other types of media, including gen- 
eral magazines and newspapers, at 
the end of the company’s current 
fiscal year. 


All of the copy is institutional in 
character, and is designed primarily 
to build prestige for the company’s 
mail order business. The tone of the 
series was set in a footnote included 
in the first piece of copy, which 
said: 


Pull Up a Chair, Is Request 


“This is the first of a series of 
advertisements in which all Sears, 
Roebuck & Co. ask for is to pull up 
a chair and talk things over with 
you folks, Occasionally we may men- 
tion your Sears catalog or your 
nearest Sears store and ask you, 


TALKS TO FARMERS 
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Typical copy in the new farm paper insti- 
tutional campaign for Sears, Roebuck 
& Co. 


maybe, to buy a little more goods 
from us; but the main idea is just 
te... Vee 

The copy itself is devoted to a 
discussion of the building of the 
country, and the parallel building of 
the Sears business. 

Homer McKee, Inc., 
the agency in charge. 
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adelphia Bulletin carried more General Advertising 
months of 1935 than the Cincinnati Times-Star. 


leading newspapers. 


CINCINNATI 


‘NEW YORK: Martin L. Marsh, 60 E. 42nd St. 


Only Two Newspapers in U. S. 
Carry More General Advertising 


ATEST Media Records’ figures show that only the New York Sun and Phil- 


The significance of this top ranking is of tremendous importance. 
that Cincinnati is one whale of a good market for nationally 
advertised goods, and that the Times-Star does the selling 
job so efficiently, completely and economically that its volume 
of earned General Advertising linage is of such outstanding 


proportion as to place it ahead of all but two of the nation’s 


HULBERT TAFT, President and Editor-in-Chiey 


CHICAGO: Kellogg M. Patterson, 333 N. Michigan 


during the first nine 


It means 


MAGAZINE ADS 
FOR NOVEMBER 
SHOW DECREASE 


Chicago, Nov. 7.—Advertising lin- 
age in national magazines for No- 
vember is approximately 2.6 per cent 
below linage for the same month in 
1934, ApveRTISING AGE’s analysis of 
linage carried up publications meas- 
ured by National Advertising Rec- 
ords indicates. 

A total of 98 magazines measured 
by National Advertising Records 
displayed 1,369,647 lines of advertis- 
ing this month, against 1,406,809 
lines last year, a loss of 37,406 lines, 
or approximately 2.6 per cent. 

The seven standard publications 
measured showed a loss of 4,709 
lines, or approximately 9.4 per cent, 
over the previous year, their total 
linage for 1935 being 45,052, com- 
pared with 49,761 last year. 

A total of 509,138 lines was car- 
ried by 36 publications in the gen- 
eral classification, as compared with 
549,172 lines last year, a loss of 40,- 
278 lines, or about 7.3 per cent. 

Seventeen individual women’s mag- 
azines carried 488,717 lines of adver- 
tising in November, and 521,610 lines 
a year ago, for a loss of 32,893 lines, 
or approximately 6.3 per cent. 

The five groups of women’s mag- 
azines showed a large gain, however, 
as has been the case for several 
months. These publications carried 
218,048 lines this month, as com- 
pared with 178,555 last year, an in- 
crease of 39,493 lines, or about 22.1 
per cent. 


Weeklies Also Down 


Eight outdoor publications showed 
a loss of seven-tenths of one per 
cent. Their linage this month to- 
taled 66,309 lines against 66,807 lines 
in November, 1934. 

Ten mail order publications car- 
ried 42,383 lines of advertising this 
month, compared with 40,904 a year 
ago, a gain of 1,479 lines, or approx- 
imately 3.6 per cent. 

Among weeklies and semi-week- 
lies, for which October figures are 
the latest available, 12 publications 
carried 669,426 lines this month, 
against 712,179 a year ago, a loss 
of 43,753 lines, or six per cent. 

Individual figures for each of the 
publications measured are given in 
the following tabulation: 


Standard 1935 1934 
American Mercury .... 3,259 4,617 
Atlantic Monthly ...... 12,865 7,962 
Current History ....... 1,618 2,848 
Forum and Century.... 5,253 4,886 
Harpers Magazine 10,388 11,438 
Review of Reviews.... 5,676 8,731 
Se eeret ee eee ee 5,993 9,279 

Total Group ..... 60% 45,052 49,761 

General 
DIROPIEOM 259.6050 0 c0ads 21,806 21,808 
American Boy ........ 6,351 5,924 
American Golfer ...... 2,352 7,473 
American Home ...... mee 18,384 
Arts and Decoration. 12,180 8,148 
MOD, 45.5:45 4 Hee T ese oe 3,238 3,600 
Better Homes & Gardens 18,345 13,535 
at “rere ree 58 8,355 
SEND x0 i bo 040.56 9'% 5,899 7,646 
Christian Herald ...... 9,514 10,624 
Cosmopolitan ......... 25,607 32,443 
Caomumirey Tate 2... ccs cnee 17,535 22,092 
I, 5 5.34 5 6 3 hee eee es 42,227 31,296 
EEE. cb 6060-6 66.85 0.08 71,574 83,819 
Graduate Group ....... 2,658 1,144 

| House & Garden....... 21,429 30,036 
House Beautiful, com- 

bined with Home & 

ERAS 15,111 20,167 
rr re 11,490 11,483 
ET so 5s 5S ERS 3,977 4,865 
eer rie 7,072 9,701 
Modern Mechanix & In- 

SID 5655.4:4-4'6 30-9 '* 12,904 11,425 
National Geographic... 6,901 8,589 
Nation’s Business ..... 14,827 16,967 
Open Road for Boys... 4,076 4,918 
Physical Culture ...... 11,304 11,733 
Popular Mechanics .... 19,619 16,342 
Popular Science Monthly 15,204 15,539 
Rare 15,154 17,366 
Scientific American. 3.799 2,031 
TERING cc ccccescese 15,358 15,960 
ae ree eee ee 19,776 21,441 
Startling Detective Ad- 

er 4,934 5,682 
SN en's 9 8b 04 9 Ws 9,091 12,313 
3... Ses eee ce 5,582 6,580 
True Detective Mys- 

eye 5,108 5,350 
bc eg | ee es 14,451 24,393 

Total Group ....%.3. 509,138 549,172 

Women’s 
pe eee eee ee 10,827 24,942 
Farmer's Wife ........ 8,271 11,901 
Good Housekeeping ... 54,646 56,211 
Harper's Bazaar ...... 66,074 63,118 


1935 
MD 406068 6d00000 10,811 
Household Magazine... 11,768 
Junior League Maga- 

Dn. wadnenss0eeseees 10,218 
Ladies’ Home Journal.. 53,410 
DE Sicheracoceees 6,798 

024 


Home Arts-Needlecraft. 6, 
x 


Parents Magazine...... 18,659 
|| \ aes 9,032 
PRRPEENE cc ccc ccccccece 22,053 
TRUE GCOTY 2 nccccccccce 20,447 
Lee 82,150 
Womayn’s Home Com- 
PN snchacceccocoe 49,569 
Woman’s World ....... 7,960 
Total Group ........ 488,717 


Women’s Groups 

Fawcett Women’s Group 
Hollywood Magazine. 12,840 
Screen Book ........ 12,877 
“Romantic Stories.... 10,588 
1Romantic Movie 


SCOTICS .ccccccccece 
Screen Play Maga- 
£2 aa 12,910 

True Confessions .... 10,820 

1Motion Picture ..... 14,233 

Movie Classic ....... 14,244 
Macfadden Women's 

Group 

True Romances ..... 13,229 
tMovie Mirror ........ 14,415 
tLove & Romance..... 13,018 
tRadio Mirror ........ 12,568 
+True Experiences 12,969 
Modern Magazines 

Modern Screen ...... 13,706 

Modern Romances... 13,058 

SS OO aaa 12,934 
Screenland Unit 

Screenland ........0.+ 11,793 

Silver Screen ....... 11,846 
Tower Magazines ....No Issue 

Total Group ..... . 227,842 

Outdoor 
Field and Stream...... 11,912 
Fur-Fish-Game ....... 7,378 


Hunter-Trader-Trapper 9,343 
Hunting and Fishing.. 6,810 


National Sportsman ... 7,750 
Serr 5,193 
Outseer LATS .....cccce 10,514 
Sports Afield .......... 7,409 
TOtR) GEOED 2.66600. 66,309 
Mail Order 
See 


Gentlewoman 
Good Stories 
Home Circle 
Home Friend 
Household Management 
Journal No Issue 


Illustrated Mechanics... 3,508 
cialis As6-65.0466 5 4% 1,585 
Mother’s-Home Life.... 3,386 
SRE MIIOE cc ccccccesee 8,232 
Sovereign Visitor ..... 1,786 

TOCKs GOED ..iscccs 42,383 


October Advertising Linage 


Magazines 


Weeklies, *Semi-Month- 
lies and **Monthly 


American Weekly ..... 70,276 
Business Week ........ ,742 
Sg ear 82,274 
EE aa ace ae ag oe ate ,09 

Ea ar 27,266 
See re 18,035 
Literary Digest........ 22,141 
OW TOPROP .cccscccce 99,170 
TUOWRS WOON 600s sscccs 16,39 


Saturday Evening Post.143,684 
Time 91,95 


**Town & Country..... 30,674 
United States News... 44,114 
Total Group ...ecse- 685,817 


1934 


13,468 
13,278 


7,928 
52,382 
54,860 

5,106 
21,745 
17,451 
15,512 
23,552 
81,645 


51,335 
7,176 


521,610 


7,549 
8,694 
4,903 


13, 203 
191,758 


12,853 
8,269 
8,624 
8,207 
8,395 
4,924 
8,615 
6,920 


66,807 


6,633 
4,871 
5,396 
3,286 
3,491 


2,222 
2,360 
2,290 
3,354 
8,051 
1,172 


43,126 
in 


116, 197 


152,036 
99,275 
40,466 
39,401 


712,179 


1Figures supplied by publisher. 
+1934 figures supplied by publisher. 
*Combined with Radioland, begin- 


ning with the July, 1935 issue. 


figures supplied by publisher. 
%October figures. 


1934 


Taylor with Mathes 


Robert N. Taylor, formerly account 
executive in the Washington office of 
Campbell-Ewald Company, who once 


operated his own agency, has 


joined 


J. M. Mathes, Inc., New York. 


1,165,104 


Sportsmen fall in the “best 
tomer" 


to automobiles. 


readers in the field! 


and 
HUNTING & FISH 
Boston New York 


BEST CUSTOMERS 


class for almost any prod. 
uct used by men—from cigarettes 


The six largest sportsmen's maga- 
zines have a total circulation of 
1,165,104. Of these, the National 
Sportsman — Hunting & Fishing 
combination has 595,503 readers— 
more than all the others combined 
—and the lowest rate per thousand 


NATIONAL SPORTSMAN 


San Francisco 
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ADVERTISING AGE 


ARE YOUR SALES KEEPING PACE? 


KLAHOMA CITY'S business speeds ahead! October's 36.1% increase in general trade 
over 1934 heralds a banner holiday season for Oklahoma City merchants . . one of the 


finest in years. Excellent harvests, higher commodity prices, and government expenditures sent 


1935 farm incomes in Oklahoma soaring to well over 321 million dollars, more than 145 million 
of which jingles in farmers’ pockets in the Oklahoma City trade area. This means Oklahomans 
CAN buy the things they want . . and all indices show they ARE buying everything from pie- 


pans to tractors! 


Alert advertisers who wish to keep their sales paralleling the business upturn in Oklahoma's 
first market . . the Oklahoma City trade area . . will concentrate advertising efforts in the Okla- 
homan and Times. These newspapers are invited guests in 9 out of every 10 Oklahoma City 
homes, and 3 out of every 5 in the trade area .. providing an unusually effective circulation cov- 
erage of one of America's most promising sales territories, and at the lowest milline rate in 
the state! 


Cheering Notes from 
the Business Chorus! 


“By October |, sales were 10% above last year, 
and probably will end the year 20% to 25% 
ahead.""—Alexander Drug Company. 

“Our business this October is 20% ahead of last 
October.""—Richards and Conover Hardware Co. 
“Our sales during October showed a gain of 50% © 
over the corresponding month of last year."— 
Mideke Supply Company (Wholesale Plumbing 
and Machinery). 

“This company's sales to date have increased about 
10% over last year.""—Ridenour-Baker Mercantile 
Company. 

"Our sales are approximately 10% up so far this 
year.''—Fox-Vliet Drug Co. 

“October sales gained 25% over last October, and 
our sales for the 10 months are up 5% to 6%"— 
Oklahoma City Hardware Company. 


AND— 


Oklahoma City's postal receipts reached an all- 
time October high with a 13% gain over October 
last year; building permits more than doubled 
October of 1934; wholesale business reported 5%, 
to 50% above 1934 in October—and, money from 
Oklahoma's three-quarter million bales of cotton 
is yet to come! 


THE DAILY OKLAHOMAN -- OKLAHOMA CITY TIMES 
National Representative: E. Katz Special Advertising Agency | 
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The Job of Advertising Is to Persuade 


Associations of advertisers are 
properly taking note of consumer ob- 
jections to advertising copy, and are 
endeavoring to find a common meet- 
ing-ground for the manufacturer or 
merchant who is using advertising 
to build sales and the user of their 
products who is looking for a maxi- 
mum of information in each adver- 
tisement. 

There is such a common ground 
in the essential function of adver- 
tising as a source of buying infor- 
mation. Every advertisement con- 
tains information about the product, 
but it is important to emphasize the 
fact that it should contain more. It 
should be made clear to those who 
would reform advertising completely, 
making it more and more factual, to 
the exclusion of everything else, that 
conveying information about the 
product, as such, is only one of the 
functions of advertising. 

With the exception of staples 
which are regularly purchased be- 
cause of recurrent needs, the con- 
sumer does not buy products as such, 
but actually purchases an end result 
promised through the use of the 
product. Hence reason-why copy, 
the salesmanship-in-print made fa- 
mous by John B. Kennedy, is an 
effective and persuasive presenta- 
tion of what the product will do 
for the user, as well as a catalog 
of what it actually is, looked at from 
the standpoint of the technician and 
the laboratory analyst. 

The representative of the con- 
sumer who complains that much of 


the material in an advertisement is 
not informative and does not de- 
scribe the actual physical character 
or contents of the product is miss- 
ing the main point of advertising, 
which is frankly designed to create 
wants and stimulate desires. It is 
not intended to take the place either 
of the label or the catalog, both of 
which have their uses, and both of 
which are intended to present a 
maximum of factual data. 

As John Benson, able president of 
the American Association of Adver- 
tising Agencies, told the Pacific 
Coast division of the Four A’s at 
Del Monte recently, advertising may 
properly create illusions which will 
add to the satisfactions and well-be- 
ing of the consumer. [Illusions are 
not based on deliberate misrepre- 
sentation of a product, but they may 
and frequently are the result of ap- 
peals to the imagination and the 
emotions. Poets, orators and artists 
have used these appeals successfully 
for centuries. 

Advertising should consciously as- 
sume the task of cleaning house, 
but it should also make clear to 
representatives of consumer groups 
that it is not reasonable to expect 
an advertisement to contain the sort 
of information which may properly 
be found on the label or in a cata- 
log page. Its primary job is to per- 
suade, and that means the sort of 
appeal which goes far beyond the 
mere presentation of facts about 


products. 


Processing Taxes 


The efforts of Secretary Wallace 
to convince the public that AAA 
processing taxes do not justify in- 
creases in retail prices may embar- 
rass manufacturers and distributors 
of food products the raw materials 
for which require payment of these 
taxes by the processors. That seems 
to put it up to them to explain the 
facts to the public through their ad- 
vertising and otherwise. 

Of course there is always a ques- 
tion as to how great an effect a 
primary cost may have on the retail 
price of a finished article. To sug- 
gest that the prices of pork chops 
and bread, for example, are unaf. 
fected by the tax, and that those 
who advance prices as the result of 
increased costs due to these taxes 
are profiteers is of course emi- 
nently unfair. 

The question of whether or not 


and Retail Prices 


processing taxes should be levied in- 
volves the broad problem of the re- 
lation of agricultural to urban pop- 
ulations, and of the national policy 
with respect to farm relief. Much 
has been said in favor of them, and 
much against. Few believe that the 
AAA, in its present form of crop 
regulation and processing taxes as a 
basis for farm benefits, is the final 
answer. 

In the meantime, however, there 
is nothing to be said in favor of ob- 
scuring the basic facts by not openly 
admitting that the consumer must 
pay the taxes. They cannot be ab- 
sorbed, and must be passed along. 
Advertisers should meet the issue 
frankly, so that the public may 
understand just how these taxes af- 
fect the consumer of products upon 


which they are laid. 


THAT OLD GAG IS STILL WORKING 


—Judge 


“Can | interest you in a magazine subscription, lady? I'm working my way through 
Bartender's College!" 


Voice of the Advertiser 


What Books Do Admen 
Read? O’Kieffe Asks 


To the Editor: In bumming 
around bookshops and dropping in 
at book sales, you generally run 
into at least a couple or three other 
assorted advertising men. Which 
leads one to the logical question: 

“What books do advertising men 
buy and what books do they read?” 
(It is to be supposed, however, that 
the ones they buy are the ones they 
read, unless they go around the cor- 
ner to the rental library.) 

At any rate, with the hope of bust- 
ing open the whole matter, I hereby 
lay down a few of my own favorites, 
trusting that merely starting the 
matter will cause other advertising 
men to present their own literary 
pets. 

In view of the season, the O’Kieffe 
list takes the form of an All-Star, 
All-Time Eleven, with the inner 
wish a person could have four com- 
plete teams like Notre Dame. 

These books are given no position, 
or preference—merely numbers. 

1. “Sentimental Journey”’—Laur- 
ence Sterne. 

2. “Green Mansions”’—W. H. Hud- 
son. 

3. “The Love Nest,” etc., Ring 
Lardner (Short stories, but pub- 
lished in a book, therefore eligible). 

4. “Huckleberry Finn’ — Mark 
Twain. (That should be on a couple 
more lists.) 

5. “Romance of Leonardo 
Vinci’—Dmitri Merejkowski. 

6. “Pickwick Papers’’—Charles 
Dickens. 

7. “The Praise of Folly”’—Desid- 
erius Erasmus. 

8. “Don Quixote”’—Cervantes. 

9. “Cyrano de _  Bergerac’”—Rost- 
and. (A play, but bound—therefore 
a book, too.) 

10. “A Story Teller’s Holiday”’— 
George Moore. 

11. “Salammbo” — Gustave Flau- 
bert. 

Utility — Bill Shakespeare — the 
Stratford-on-Avon student—not the 
Notre Dame man. 

Or, perhaps the line-up of read- 
ing matter should be limited to an 
All-Star, All-American bookshelf, 
more or less modern. If so— 

1. “Main Street”—Sinclair Lewis. 

2. “Alice Adams’”’—Booth Tarking- 
ton. 

3. “McTeague’—Frank Norris. 

4. “The Shortstop’—Zane Grey 
(Read—and re-read four or six times 
between 9 and 14.) 

5. “Look Homeward, 
Thomas Wolfe. 

6. “Arrowsmith’’—Sinclair Lewis. 
(There’s that Lewis man again, 
mamma.) 

7. “Can Such Things Be?” etc.— 
Ambrose Bierce. 


8. “The Four Million’—O. Henry. 


da 


Angel” — 


9. “Mutiny on the Bounty’—Nord- 
hoff & Hall (I think one or both was 
or were Americans—they may be 
Tahitians now, but let’s let ’em in). 


10. “Sanctuary’—William Faulk- 
ner (Good but not nice). 

11. “A Lost Lady’—wWilla Cather 
(to counteract preceding). 

Utility—Anything, any time by 
Ring Lardner. 

Perhaps, other admen will be a lit- 
tle too cagey to bare their bookish 
hearts, but anyway, it seems like a 
good idea at the time. 

JAcK O’KIEFFE, 
Vice-President, Leo Burnett 
Company, Inc., Chicago. 
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22-Year Old Nativity 
Poster Still Working 


To the Editor: Here is an item 
that we believe will attract a lot of 
attention and create considerable in- 
terest. 

It is the story of a 24-inch poster 
that has been “on the boards” every 
year for 22 consecutive years, with- 
out a change. It is the Nativity 
poster, shown herewith. 

The original order for this poster 
was placed with the Erie Litho- 
graphing & Printing Company, Erie, 
Pa., on Oct, 22, 1913—22 years ago. 
There is a question as to whether 
the original art was made by one 
artist, or more than one. 

For many years, this poster was 
sponsored by the Outdoor Advertis- 
ing Association, and furnished for a 
nominal charge to poster plant own- 
ers, religious associations, and to 
many churches and Sunday schools, 
who used it in connection with 
Christmas services and festivals. 

Every year, without exception, the 
quantity used ran into the thou- 
sands. Space for many thousands of 
these posters has been donated by 
poster plant owners all over the 
country. Many local advertisers, 
such as department stores, coal com- 
panies, laundries, and manufactur- 
ers, have paid for poster space, year 
after year, to present this as their 
Christmas message. The border 
carries a quotation from the Bible 
and these additional words: “Ask 
your Sunday School teacher to tell 
you the story.” 

About two years ago, the Outdoor 
Advertising Association decided to 
discontinue the sponsorship of this 
poster, but the demand for it con- 


tinued and the Erie Lithographing 
& Printing Company accepted the re- 
sponsibility for supplying it. Last 
year, General Outdoor and _ the 
Poster Advertising Association of 
Canada used more than a thousand, 
but the number supplied in response 
to individual requests was greatly 
in excess of that, At least two manu- 
facturers, last year, mounted the 
entire poster on wallboard, cut out 
the figures, and displayed it on the 
roof of their plant,’ under flood 
lighting. 

The poster is really a _ beautiful 
piece of work. 

Harry L. ADAMS, 
Vice-President, The Procter & 
Collier Company, Cincinnati, O. 
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“Improve Eye Sight” 


Appears as Slogan 

To the Editor: We thought you 
might be interested in seeing the 
way we have treated the initials 
“LES.” in our new lamp advertis- 
ing campaign for the Central Illi- 
nois Electric and Gas Company of 
Rockford. We are also planning to 


gr 


-25s 


Special 
“perter sicut’ 9£)95_ 
TABLE LAMP “ais PME 


use this “Improve Eye Sight” cam- 
paign for several other utility ac- 
counts. 

The initials “I.E.S.” are tagged 
on lamps meriting the approval of 
the Illuminating Engineering So- 
ciety. As far as we know, this is 
the first use of the letters to form a 
meaning that the general public will 
understand. 


NATHAN E, JAcoss, 
Bozell & Jacobs, Inc., 
Chicago. 
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Approves of Report 

To the Editor: I want to thank 
you for the way your publication 
covered the convention of the Audit 
Bureau of Circulations. I think the 
job for all of us now is to play down 
past differences and bring the vari- 
ous factors together as far as we can 
by emphasizing the mutually coop- 
erative point of view of all the 
groups, which, in its essence, is the 
very foundation stone in the success 
of the A. B. C. 


RALPH STARR BUTLER, 


Vice-President in Charge of Adver- 
tising, General Foods Corporation, 
New York. 
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e YESTERDAY ... the New York 


Automobile Show closed. 


© TOMORROW forms close for the 


68 page December Farm Journal. 


‘ | @ THURSDAY presses start to hum. 


Four days later Rural America will share, for the first time, the glamour 
and excitement of the New York Automobile Show as Farm Journal brings 


to 1,120,000 farm families and their neighbors pictures of the new 


i models and views of the exhibits. 


So “Taking the Automobile Show to the Farmer’ is just one of the many live 


editorial services made possible by Farm Journals 4-day printing and 


delivery schedule. | Aah audit... 
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NEW YORK DETROIT CHICAGO 
420 Lexington Ave. General Motors Bldg. 180 No. Michigan Ave. 
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OUTDOOR RATES 
UP, BUT COSTS 
ARE DECREASED 


Re-arrangement of Plants 
Boosts Circulation 


New York, Nov. 6—Have outdoor 
advertising rates been advanced? 


This question, which has been 
agitating users of the outdoor medi- 
um, was answered in the negative 
today by Frank T. Hopkins, presi- 
dent of the National Outdoor Adver- 
tising Bureau, who explained to 
ADVERTISING AGE the effect of new 
unit rates in terms of net advertis- 
ing circulation. 

“During the past five years,” he 
pointed out, “outdoor advertising 
plants have been reconstructed and 
modernized on a broad scale. The 
introduction of the Traffic Audit Bu- 
reau, which has surveyed representa- 
tive plants all over the country and 
established a scientific basis of rat- 
ing locations and poster panel dis- 
plays, has finally given the outdoor 
advertiser and plant owner an op- 
portunity to appraise showings on a 
comparative basis. 


“During 1935 unit rates have been 
advanced by some leading outdoor 
companies, including General Out- 
door, Foster & Kleiser, and others; 
but our studies of the plants affected 
shows that, based on comparative 
circulations and costs in 1930, there 
has been a substantial reduction in 
outdoor advertising rates.” 


How Determination Was Made 


The unit increases which have been 
put into effect have approximated 20 
per cent, Mr. Hopkins indicated, 
while the average circulation in- 
crease has been over 60 per cent. In 
some plants the increase has been 
shown to have been as high as 100 
per cent. Since the T.A.B. was not 
in operation in 1930, the method 
which was used in making the com- 
parison was explained by the head of 
the bureau as follows: 

“We assumed that traffic in 1930 
was as great as in 1935—a conserva- 
tive basis of comparison, since the 
volume of traffic, in view of the in- 
creased number of motor cars and 
other factors, is probably greater. 
Then we applied the T.A.B. ratings 
and circulation figures to the plant 
as it was in operation in 1930 and 
in 1935, and determined the net 
change. The average gain in circu- 
lation on a T.A.B. basis was over 60 
per cent. 

“The changes which have been 
made in plants have been 
due to the demand of the out- 
door advertiser and the T.A.B. for 
locations which effectively cover the 
market and which enable the adver- 
tiser using a representative showing 
to have assurance that no vital 
points have been overlooked. In ad- 
dition, nests of panels have been 
cleaned out, double rows eliminated, 
and the rated effectiveness of a 
large portion of the panels compris- 
ing the plant greatly increased. Thus 
the N.A.C. figure—net advertising 
circulation—for individual panels has 
gone up to a really remarkable de- 
gree.” 

Study 50 Markets 


The comparisons which have been 
made for the National Outdoor Ad- 
vertising Bureau by the plant own. 
ers have been based on actual loca- 
tions used for representative outdoor 
advertisers, and consequently are ac- 
curate. In most cases the analyses 
have been supported by photographs 
showing the “before” and “after” ap- 
pearance of the locations, based on 
reconstruction along lines recom- 
mended by the Traffic Audit Bu- 
reau. Over 50 markets have been 
surveyed in this manner by the Na- 
tional Outdoor Advertising Bureau. 

Mr. Hopkins has been so much im- 
pressed with the greater effective. 
ness with which markets can now 
be covered by outdoor advertising 
that he believes a greater field for 


the medium will be developed 
through the use of minimum show- 
ings by advertisers whose appropri- 
ations will not permit the use of 
representative or intensive show- 
ings. 

These terms have been substitu- 
ted, by the way, for the old descrip- 
tives. Full showing is now called 
an intensive showing; half showing 
a representative showing, and quar- 
ter showing a minimum showing. 
While in many small towns the min- 
imum and representative showings 
are the same, it is Mr. Hopkins be- 
lief that many advertisers can do a 
satisfactory coverage job on a less 
intensive basis, thus increasing the 
availability of the medium for many 
companies. This is due, he asserts, 


to the fact that, in many cases, the 


new representative showings will ap- 
proximate the old full showings in 
net circulation. 

General Outdoor booked contracts 
for 1936 up to Oct. 1 on the old 
rates, provided orders were made 
non-cancellable. In addition, many 
outdoor advertisers, Mr. Hopkins re- 
ported, are placing their orders on 
the same basis, in order to be sure 
of getting the space ordered. There 
is a possibility of a shortage of pan- 
els in 1936, due to the fact that many 
plants were reduced in size during 
the depression period. Reconstruc- 
tion is under way, but the number 
of panels is still substantially below 
the figure recorded in 1930 and pre- 
viously. 

The National Outdoor Advertising 
Bureau functions for nearly 200 


agencies in placing and inspecting 
outdoor advertising, and thus may 
be regarded as the largest buying 
factor in the field. Mr. Hopkins has 
had long experience in the industry, 
and is considered a leading author- 
ity on subjects connected with the 
effective use of outdoor advertising. 


Cole’s Gets Nurseries, 


Adds Banks to Staff 


Cole’s, Inc., Des Moines, Ia., has 
been appointed for advertising of In- 
terstate Nurseries, Hamburg, Ia. 
Magazines and farm publications will 
be used. 

Al Banks, formerly on the commer- 
cial staff of station WHO, has joined 
the staff of Cole’s, Inc., as produc- 
tion manager. 


——$$$—__ 


“Dress Accessories” Adds 


G. Capp, Irene Parrott 


Gilbert M. Capp, formerly with the 
Handkerchief Industries Association 
and the publication department of 
Automobile Salon, has joined the ad- 
vertising staff of the Haire Publish- 
ing Company’s Dress Accessories, 
New York. 

Irene J. Parrott, formerly with the 
publicity department of Cannon 
Mills, Colgate-Palmolive-Peet Com- 
pany, and McCann-Erickson, Inc., hag 
been made editor of Dress Acces. 
sories. 


Start Little Rock Agency 


A. S. Brown, W. L. Funk and R. A, 
Bradsher have organized the National 
Advertising Company, Inc., at Little 
Rock, Ark. 
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CC. A. HOLDS 
ANNUAL MEET 


New York, Nov. 5.—A unanimous 
vote of approval, covering the gen- 
eral policy of Controlled Circulation 
Audit, Inc., to include as members 
only business publications and not 
to consider general publications or 
newspapers, was given at the an- 
nual meeting of C. C. A. here Fri- 
day. 

E. N. Downs, Ethyl Gasoline Cor- 
poration, and J. N. McDonald, Ana- 
conda Copper Mining Company, were 
reelected advertiser directors, for 


three-year terms. The by-laws were 
changed to include one new adver- 
tiser director who will be appointed 
by the board of directors later. This 
post will take the place of the media 
analyst member, formerly held by 
Walter Mann, who resigned to go 
with Conde Nast Publications. 


The privilege of applicant mem- 
bers to use the phrase “Application 
for membership in the C. C. A. is 
pending,” was by unanimous vote 
eliminated from rules and regula- 
tions. 

An excess of receipts over dis- 
bursements for the past fiscal year, 
with practically no current obliga- 
tions outstanding, was reported by 
Frank L. Avery, managing director. 
He also reported a growth in the 
total membership to 70 publishers 


and applicants, 21 agencies and 25 
advertisers. During the past year 
four publication members resigned 
and four were dropped from mem- 
bership. 

Forty-six members were present, 
including a representation of adver- 
tisers and agencies. The territory 
covered by the organization includes 
13 states, the area indicated being 
from Boston to Baltimore in the 
East and Little Rock, Ark., to Min- 
neapolis. 


New Plant for Russo 


Carrying out an expansion pro- 
gram, F. A. Russo, Inc., photostats, 
has opened a new plant in the Co- 
lumbia Broadcasting Bldg., 485 Madi- 
son Ave., to serve midtown New York 
customers. 


Dahlberg Elected 
New Celotex Head 


Bror Dahlberg has been elected 
president of Celotex Corporation, 
which is taking over properties of 
the Celotex Company, whose plan for 
reorganization under Section 77-B of 
the amended bankruptcy act was ap- 
proved recently. Mr. Dahlberg was 
head of the Celotex Company. 

Other officers elected include T. B. 
Munroe and C. G. Muench, vice-presi- 
dents, and C, G. Rhodes, secretary. 


Hattersley to K. H. B. 


Robert C. Hattersley, formerly with 
Liberty and Scientific American, and 
more recently merchandising counsel- 
lor to Encyclopaedia Britannica, Inc., 
has joined Kimball, Hubbard and 
Powel, Inc., New York, as junior ac- 
count executive. 


Th: SAFETY of flying has 


been greatly enhanced by the “beam” transmitter. 


Through the pilot’s ear-phones comes the buzz or 


signal which tells him he is on the course. 


Millions of families—nearly a 


fifth of the population of the nation—find shopping 


guidance in the advertising columns of 39 great 


Hearst newspapers. 


NEWSPAPERS 


FORCES IN 18 GREAT MARKET AREAS 


EVERY PACK A POUCH 


“It’s in the bag” 
a New Tobacco in a New Package 


and smoke s pipeful of the best aged-in-the- < 
wood Burley cut plug you ever taste@. Cool and 
slow-burning. Makes s corking cigarette, too. 
Tee Ares FIRMEe TORK COMPANY, OC, LOVERTMLS EY. “ 
Shapes wsell so hi your pocket 


Or re Tote oe 


Axton-Fisher Tobacco Company is intro- 

ducing Axton's Crumble Cut smoking 

tobacco in one and one-half ounce pack- 

ages which really consist of a rubber 
pouch, 


NATIONAL DRIVE 
IS PLANNED FOR 
CERTIFIED MILK 


New York, Nov. 7.—Heretofore 
devoted primarily to technical sub- 
jects concerned with production, the 
Certified Milk Producers’ Association 
of America, Inc., is planning to de- 
velop a larger demand for certified 
milk during 1936 in a nation-wide 
campaign. 

Just what the campaign will be 
and how extensive has not been de- 
cided. It probably will be an ex- 
pansion of the Metropolitan New 
York campaign sponsored by the 
Certified Milk Producers of New 
York, which has been quite success- 
ful. It will be conducted in close 
cooperation with the American As- 
sociation of Medical Milk Commis- 
sions and the International Associ- 
ation of Milk Dealers, in which the 
certified group was elected to mem- 
bership last October. 

Compared with the total milk con- 
sumption of the country, that of cer- 
tified milk is extremely small. The 
association, however, is geared to 
expand the demand, one of the fac- 
tors being its decision at the last 
convention to pasteurize certified 
milk. The 1936 campaign will pro- 
mote consumption of both pasteur- 
ized and unpasteurized milk. 


Dr. James A. Tobey, director of 
health service, The Borden Com- 
pany, New York, has been appointed 
chairman of the Certified Milk Pro- 
ducers’ newly created committee on 
public relations, which will direct 
the campaign. Other members in- 
clude Fred B. Carter, Jr., El Monte, 
Cal.; A. S. Cook, Plainsboro, N. J.; 
Charles Evans, Arden, N. Y.; G. H. 
Hood, Jr., Boston; Catherine Litch- 
field, New York; A. R. Montgomery, 
Ithan, Pa. The president of the as- 
sociation, Howard T. Greene, Gen- 
essee Depot, Wis., and secretary, S. 
W. Shoemaker, Scranton, Pa., are 
ex-officio committee members. 


“Daily Doings’ Begins 

Sponsored by the Hotel Association 
of New York City, Daily Doings, 101 
Park Ave., a weekly publication giv- 
ing a day-by-day listing of sporting, 
musical and educational events, will 
make its appearance in 150 hotels 
Dec. 6. Distributed exclusively in 
these establishments, its controlled 
circulation will be approximately 
50,000. Fred I. Peabody is advertis- 
ing manager. 


Offers Christmas Posters 


The Progressive Grocer, New York, 
has prepared a new set of four three- 
color “Foods for Christmas Gifts” 
posters for use by manufacturers, 
wholesalers, voluntaries and retailers, 
in connection with its fourth cam- 
paign promoting the idea of giving 
fine foods for Christmas gifts. 
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INSURANCE COPY 
TRAIL BREAKER 
FOR FINANCIAL 


Buchen Tells How to Win 
‘Savings Dollar’ 


Chicago, Nov. 7.—While predicting 
that the basic factors which have 
created such an expansion in insur- 
ance advertising in recent years will 
shortly begin to affect financial 
linage in the same way, Walther 
Buchen, president of the Buchen 
Company, Chicago advertising 
agency, told the Chicago Financial 
Advertisers yesterday that they 
must borrow a leaf from insurance 
copy. 

Despite the restrictions thrown 
around financial advertising, Mr. 
Buchen asserted, such copy need not 
be devoid of elements which appeal 
forcibly to human instincts and de- 
mand action. To illustrate this point, 
he read what he termed a “truly 
sensational” advertisement of the 
Bank of New York & Trust Com- 
pany, which appeared in Time last 
July. Headed “Death Sentence,” the 
copy said in part: 

“The ill-considered legislation 
which has been proposed to abolish 
certain utility holding companies 
has its lesson for investors. This 
lesson is that no type of business 
or investment is immune to destruc- 
tive influences. The only thing cer- 
tain about any investment is that it 
is subject to constant change. And 
every basic change spells ‘Death 
Sentence’ for some investment... . 


Paints Honest Picture 


“Such changes are often hard to 
recognize and cope with, and will al- 
most certainly defeat the individual 
who tries to manage his investments 
single-handed. 

“Even the best organization will 
often be perplexed as to how these 
changes should be met, and will in- 
evitably make mistakes in trying to 
preserve wealth from destruction. 
But such an organization has as 
great an advantage over the individ- 
ual as the modern reaper has over 
the scythe. Persons concerned with 
large estates should avail themselves 
of such an _ organization, even 
though it cannot be expected to at- 
tain perfection.” 

Allowing his audience to add their 
own exclamation points to this 
scrupulously honest but highly ef- 
fective investment copy, Mr. Buchen 
outlined the largest market for the 
“savings dollar” by quoting an analy- 
sis indicating that in 1929 only 29 
per cent of American families en- 
joyed incomes of $2,500 and up. 


Parallel Cases 


In 1931, there were only six ad- 
vertisers in the life insurance field; 
in 1935, the number has grown to 
18 and most of the individual com- 
panies are using more linage than 
ever before, the increase in maga- 
zine space in 1935 being 50 per cent 
above 1934. 

Savings bank advertising, he 
pointed out, appeals to practically 
the entire solvent part of the pop- 
ulation, while trust company and 
other service advertising appeals 
chiefly to the top sectors of the 
upper economic third. Commercial 
banking advertising appeals to those 
Managing business _ enterprises 
which are regarded as worth-while 
accounts. Investment advertising 
deals with the smaller segment of 
the circle. 

Insurance prospects can be di- 
vided in the same fashion. Ordinary 
or endowment insurance is bought 
by those with incomes above $2,500 
as arule. Group insurance is taken 
by large corporations which wish to 
insure employes against death or to 
provide pensions for old age. The 
industrial market is made up of 
those in the smaller-income class. 

Since the markets parallel each 
other, and insurance advertising has 
increased steadily, Mr. Buchen looks 


for a corresponding jump in finan- 
cial linage. 


Too Much Dignity 


While financial copy in the main 
is not as susceptible to dramatiza- 
tion as insurance, Mr. Buchen said 
there is plenty of room for dynamic 
advertising in this field. 

“We can all call to mind financial 
advertising in which every word 
was so starched and ironed with 
dignity that it had neither attraction 
nor interest,” he said. “Even with- 
out legal restrictions we all know 
the need for caution in our state- 
ments, but it does not seem to me 
that the requirements of honesty and 
safety mean that one can say noth- 
ing. If they do mean this, it would 
seem to me that the situation 
should be recognized and that we 
should say nothing.” 

He asserted that illustrations may 
be employed by many financial ad- 
vertisers as tellingly as they have 
been pressed into service by insur- 


ance companies and closed with the 
remark that insurance copy is prob- 
ably unique in its recognition that 
an attack on a competitor is an at- 
tack upon the entire institution. 


“Jerry” Roemer Dies 


Bernard J. Roemer, well known ad- 
vertising man, died at his home in 
Colorado Springs, Colo., Nov. 2. A 
former resident of Dallas, Tex., Mr. 
Roemer was for five years secretary 
of Southwestern Advertising Agency, 
now Tracy-Locke-Dawson, Inc. He 
served as secretary of the Dallas Ad- 
vertising League, and was a member 
of The Settlers Club, an organization 
of Advertising League members. 


“Key Reporter” Starts 


The united chapters of Phi Beta 
Kappa are launching The Key Re- 
porter, official magazine of the so- 
ciety’s 74,000 members, to be issued 
in December, March, May and Sep- 
tember, Walter E. Knowles is in 
charge of advertising. Headquarters 
are at 145 W. 55th St., New York. 


Advertiser Hearst 
Pays for One Page, 
Gets Another Free 


Philadelphia, Pa., Nov. 5.—Imagine 
the astonishment of an advertiser 
who pays for a full page in one news- 
paper, only to find that another news- 
paper prints his advertisement the 
next day free of charge. 

That unprecedented situation de- 
veloped here last Wednesday when 
the Philadelphia Record devoted a 
full page to reprint what it termed 
“William Randolph Hearst’s latest 
‘Hymn of Hate’ against President 
Roosevelt.” 

The copy appeared the day before 
as a paid advertisement in the Phil- 
adelphia Inquirer. Entitled “The 
Rake’s Progress,” it forcefully ex- 
pressed Mr. Hearst’s views of Wash- 
ington economics. The same copy 


appeared as paid advertising in a 
number of important papers outside 
of the Hearst string throughout the 
country. 

In reprinting the Hearst advertise- 
ment, the Record placed an “editor’s 
note” at the top of the copy, pointing 
out that “Hearst is an outspoken crit- 
ic of the administration as the Rec. 
ord is an ardent supporter.” The 
note called attention to the fact that 
the advertisement had already ap- 
peared in the Inquirer. 

There are two sides to every ques- 
tion, the Record declared, adding that 
its side would be found expressed in 
the front page editorial of the same 
issue. 


Kirkgasser Named 


George J. Kirkgasser & Co., Chi- 
cago, have been appointed for adver- 
tising of Howell Electric Motors 
Comparv, Howell, Mich., maker of 
Howell Red Band motors. Magazines, 
business papers and direct mail will 
be used. 
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magazine spread. Batten, Barton, Durstine & Osborn, Inc., is the agency. 


‘wait for the ferry- 


Sixty million dollars in steel flung 
across a river. Fifty million dollars to tun- 
nel a speedway beneath it. Why? Because 
action-minded people won't wait fora ferry. 

They’re America’s won’t-wait market. 
The active market. The Collier’s market. 
Men and women who think fast, move 
fast, act fast. Whether they’re sixteen or 
sixty, life is a broad road ahead of them— 
not a narrow rut. They are quick to dis- 
card out-moded opinions and possessions. 
They want everything new when it’s new. 
Show them a motorcar that’s faster—a 
golf ball that goes farther—a radio that 
has longer ears—they want it—get it— 
right now. 


And because Collier’s has caught their 
spirit and their viewpoint, more than 


2,400,000 of these quick-acting, quick- 
spending people (and their families) are 
avid readers of this great national weekly. 
Collier’s automatically attracts eager, ac- 
tive minds, just as it automatically elimi- 
nates slow, grooved minds from its 
readership. 


Advertisers getting out of the groove 
of yesterday, are finding this won’t-wait— 
this active Collier’s market—a vitalizing 
influence on their sales. Here advertising 
immediately kindles the flame of interest 
into desire. Collier’s readers see, want, 
get. And Collier’s advertisers get imme- 
diate sameday response. Which is one way 
of explaining why Collier’s has had the 
largest advertising linage gain of any 
weekly in the hard-fighting year, 1935. 


olfier’s 


The Achive larkhall 
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Each coupon, brought in at the 
proper interval by the purchaser, 
entitles him to free battery inspec- 
tion and servicing. Thus the cus- 
tomer buys not only a battery but 
“trouble preventive” service for its 
entire normal life at no extra cost. 

The “Edison-Emark Monthly Serv- 
ice Plan” has ben tested, and has 
proven advantageous to the battery 
purchaser, and the trade, B. F. Mor- 
ris, vice-president of Thomas A. Edi- 
son, Inc., declared. 

When something goes wrong with 
a battery, it is pointed out, the cus- 
tomer’s kick hits the dealer or serv- 
ice station first, then it hits the job- 
ber, or distributor, and finally the 
manufacturer, Yet this trouble and 
annoyance may be due solely to lack 
of ordinary, regular servicing. 

Combined with each Edison-Emark 
guarantee certificate and adjustment 
seryice policy is a set of detachable 
coupons, one coupon for each month 
of the battery adjustment service 
period. To take full advantage of 
the policy’s terms, the buyer agrees 
to present a coupon approximately 
every 30 days to an Edison-Emark 
dealer or service station. This se 
cures for him free inspection and 
servicing. 


No Work for Dealer 


Actually, the dealer has to render 
no more “free service” than before, 
but such service now becomes of 
real value to the car owner and is 
appreciated, Mr. Morris said. 

The plan enables the dealer to 
keep close track of his customer’s 
batteries and obviates the difficulties 
arising from lack of regular minor 
attention. It also brings the cus- 
tomer back month after month, each 
time giving the dealer the opportu- 
nity to sell other items and services. 

Edison-Emark will supply one cou- 
pon book with each battery shipped. 
Each book bears a serial number and 
the number of coupons corresponds 
with the particular battery adjust- 
ment period. Dealers are being 
urged to make a point of presenting 
the customer with the book in con- 
nection with every sale. 

Each coupon provides for free test- 
ing of conditions of each battery 
cell, addition of water, cleaning and 
tightening of battery terminals, 
tightening of clamps holding battery, 
regulation of the generator charging 
rate, and checking of battery and 
ignition cables. The slogan “Month- 
ly Inspection Is for Your Protection,” 
appears on the coupons. 

Frank Presbrey Company, New 
York, handles advertising of the 
Emark battery division of Thomas 
A. Edison, Inc. 


Jackson to Metropolitan 


Clark R. Jackson, formerly with 
Wadsworth & Walker, New York, and 
before that sales manager of Postal 
Life Insurance Company, New York, 
and advertising manager of Security 
Mutual Life Insurance Company, 
Binghamton, N. Y., has joined Metro- 
politan Advertising Company, New 
York, as account executive. 


Store Takes Large Space 
J. N. Adam & Co., Buffalo, N. Y., 


department store, announced its 50th 
anniversary sale in approximately 
eight full pages in the Buffalo Eve- 
ning News and Buffalo Times, Oct. 
29. Full pages of an institutional 
nature had appeared daily during the 
week preceding the sale in the News, 
Times, and Courier-Express. 
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DURSTINE AIRS 
PLAN TO STOP 
UNEMPLOYMENT 


Urges $10,000,000 Ad 
Drive in Boston Speech 


Boston, Mass., Nov. 5.—A $1,000,- 
000 survey of unemployment fol- 
lowed by a $10,000,000 advertising 
campaign to “correct” national 
thinking, was urged as the key to 
recovery at the 16th annual con- 
vention of the First District, Adver- 
tising Federation of America here 
yesterday. 

The proposal was advanced by 
Roy S. Durstine, vice-president and 
general manager of Batten, Barton, 
Durstine, and Osborn, Inc., New 
York. He asserted it would prove 
a sound, business-like way of tack- 
ling the unemployment problem. 

“Unemployment,” he said, “can be 
licked if, first, the facts and figures 
about it are really learned; and sec- 


ond, if a renewed appreciation of 
the solid qualities of American self- 
reliance can be stirred in tired and 
discouraged and misled millions. It 
would take a million dollars to get 
the facts and another ten million 
to change national thinking. But 
that’s a lot less than even one bil- 
lion.” 

All officers were re-elected at the 
close of the meeting. George A. Dun- 
ning, of Crowell Publishing Com- 
pany, Boston, is president; Leslie H. 
Tyler, New Haven Railroad, New 
Haven, Conn., is lieutenant-governor ; 
and Alice McCourt of Providence, 
R. IL. is treasurer. 

As the 1935 Presidential elections 
approach, all Americans are divided 
into two classes, Mr. Durstine said, 
those who are earning a living for 
themselves and for a number of 
other people, and those who feel 
that the world owes them a living. 

“Nobody begrudges a penny of the 
taxes necessary to foot the bill of 
caring for the needy,” Mr. Durstine 
declared. “But how can we sit by 
complacently when billions are be- 
ing poured in without any apparent 
lessening of the numbers who either 
can’t or won't find work? What are 
the actual figures? Does anybody 
know?” 

If just one million from the bDil- 
lions was set aside to get the facts, 
market research people in and out- 


side of the advertising business 
would gather figures on the unem- 
ployment situation in from three to 
four months, he said. 


Must Change Thoughts 


“And while we are about it give 
us ten millions more and we will 
cure the greatest economic ill now 
besetting the body politic,” Mr. Dur- 
stine said. 

“Close at home within our own 
borders we have heard the self-pity 
of discouraged millions fed by of- 
fers of unearned ease and promises 
of Utopian philosophies.” 

The same power of propaganda 
that has been used to “preach these 
doctrines of defeatism and false 
comfort,” he said, “can and must be 
used to remind the people of this 
country that this nation was never 
built from a wilderness to a first- 
class world power in the short span 
of 150 years by letting George do 
ha 

Advertising is the tool that is 
more indispensable today than ever 
before in the country’s commercial 
history, Mr. Durstine declared. It 
can assist in recovery, he said, by 
continuing to fulfill its principal role 
as the “voice of business.” 

“A great deal of careless and ill- 
formed information has been circu- 
lated in recent years against adver- 
tising,” Mr. Durstine said. “Much 


A HALF CENTURY of SERVICE 


area. 


RTICLES with appeal to women have 
been appearing in the Spokeman-Review 
(the “Review” for its first decade) and in the 
Spokane Chronicle for more than half acentury. 


Even the 4-page papers of the early eighties 
were punctuated with such references as “dove 
gray satin foulard brocaded with pink rose- 
buds” --- a “Laveuse tunic, terminating-in a Louis Quinze Sash” 
and scores of other matters of feminine interest. 


With the years these dailies’ services to women have increased 
tremendously, and include a galaxy of features and special services. 


In addition, in October, The Spokesman-Review opened an 
elaborate New Model Kitchen and Home Economics Auditorium, 
occupying 2,391 feet of floor space under the skilled direction of 
Dorothy Dean, home economist, whose new department is devoted 
solely to problems and interests of Spokane and Inland Empire 
. homemakers. The Chronicle’s free Electric Cooking School in 
September packed the city’s largest downtown auditorium every 
afternoon for a week. 


Such services are among the reasons for the outstanding pres- 
tige and influence of The Spokesman-Review and Spokane Daily 
Chronicle in Spokane and the Inland Empire, which adds to the 
value of these dailies’ circulation --- More than 90,000 net paid 
(85% UNduplicated, Polk) for 102,247 non-farm families in their 
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DIRECTOR OF COOKING SCHOOL (Fall 1935) 


Baily Chronicle 


SPOKANE, WASHINGTON 
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BAD FOR SHOVELS 


Now--- 


A New Modern Way 
to Heat Your Home 
Lansing Ice & Fuel Co. 


Packaged Fuel 


So CLEAN 
rs 

FURNACE tA rey So EFFICIENT 

STOVE ae " So ECONOMICAL 

or FIREPLACE and So CONVENIENT 


Makes Furnace Tending Twice as Easy 


Lansing hee & Feet PACKAGE COSL w fut what the mame 


tear be entered by the tam or tm emailer quantities Order by telephone ar at any ene of eur tow Gepete. 


Lansing Ice & Fuel Co. 


911 Center Street Dial 21388 


Pocahontas coal pressed into "firm, com- 
pact bricks and then enclosed and 
sealed, six to a package, in smokeless, 
ashless paper wrappers" is being offered 
by this Lansing, Michigan, dealer. 


of it was inspired more by the urge 
to sell books than by a desire to 
safeguard the interests of the con- 
sumer. Superficial analyses have 
been given the authenticity of a 
crusade. Intelligent and sincere ef- 
forts to lay the true facts before 
organizations promulgating informa- 
tion of this type have met with the 
most arrogant and prejudiced eva- 
sions. 


Talks of Advertising Costs 


“Obscure and frequently obsolete 
businesses have been paraded as 
horrible examples both by private 
enterprises benefiting by the cre- 
dulity of the consumer and by ex- 
hibits sponsored in high places. De- 
velopments in recent months have 
tended to awaken the consumer to 
the shallow nature of most of this 
hullabaloo against advertising and 
thoughtful housewives are beginning 
to realize that their best friend is 
the manufacturer who must win 
their good will not by a single sale 
but by keeping faith in a way which 
will insure a constant flow of re- 
peated purchases.” 

While people may criticize adver- 
tisements, no one can criticize the 
principle of advertising, Mr. Dur- 
stine said. He told how advertising 
has made mass production possible 
and is making better products avail- 
able to all the country generally at 
a lower cost. 

In refuting the idea that adver- 
tising is an economic waste, he 
pointed out that the advertising of 
bread costs less than the wrapper 
to keep it clean. In the case of 
orange growing, he said advertising 
had made it into a well-ordered in- 
dustry, and changed the fruit from 
a holiday luxury into a healthful 
daily item in millions of homes. And 
the maximum cost of this advertis- 
ing to the housewife has been one- 
thirty-sixth of a cent per orange. 


Kobak Sounds Warning 


Edgar Kobak, vice-president of 
National Broadcasting Company, and 
chairman of the board of the A. F-. 
A., cautioned business executives 
and advertising people against us- 
ing advertising to criticize govern- 
mental groups and policies and 
warned that destructive counter at- 
tacks would be used against them. 

“Think twice before combining 
two objects in one advertisement— 
one designed to sell goods and the 
other to fight contemplated political 
interference,” he said. “Separate 
the two and remember that your 
customer and prospect is also a 
voter. He buys in one frame of 
mind and votes or directs his Con- 
gressman in another.” 

Pointing out that next year will 
mark the silver jubilee year of the 
“Truth in Advertising” movement, 
which originated in Boston, Ches- 
ter H. Lang, manager of publicity 
for General Electric Company, and 
A. FP. A. president, declared that ad- 
vertising men have an “intensely 
important assignment” to educate 
the people into a realization of the 
“truth” and usefulness of advertis- 
ing. 


Earle Pearson, general manager 
of the A. F. A., notified the officers 
of the Advertising Club of Boston 
at the first district meeting that in 
December a vote would be held on 
the Boston organization’s invitation 
to hold the national convention next 
June in Boston. 

“The use of sex appeal in adver- 
tising is going to be out,” declared 
Mrs. Gladys Beckett Jones, director 
of the Garland School of Homemak- 
ing, in a talk on feminine psychology 
in buying. Advertisers must be 
specific and tell a story that is based 
on facts, although it may have a 
glamorous setting, she said. 

“A woman wants glamor when she 
buys, but more than that, she wants 
value,” Mrs. Jones said, “She likes 
the word ‘delicious’ as applied to 
foods, ‘lustrous’ as applied to velvet, 
and ‘heavy’ as applied to silk. But 
when a sales girl shows her a lovely 
dress, she exclaims first over its 
beauty and then grabs the inside of 
it, to see how well it is made.” 

Arthur M. Sherrill, New England 
manager of Liberty, at today’s ses- 
sion, reviewed the long, determined 
effort of the New England Council 
to make New England conscious of 
the value of advertising, which has 
resulted in a privately financed cam- 
paign to impress tourists with rec- 
reational advantages of New Eng- 
land, a publicly financed recreational 
campaign, and a campaign designed 
to draw new companies to the area. 


Describes Color Meter 


Seir A. Diefendorf, New England 
representative of the Columbia 
Broadcasting System, told of the 
growth of radio. Sixty-nine per cent 
of the homes in the United States 
now have radios and 1,000,000 more 
will be so equipped before next Jan- 
uary, he said. 

The story of the _ spectrophoto- 
meter developed at Massachusetts 
Institute of Technology by Profes- 
sor Arthur Hardy was told by George 
Welp, International Ink Corporation, 
New York. 

The device measures the charac- 
ters of the colors from the violet 
end to the red end of the spectrum 
and makes an accurate graph by 
which colors may be ordered to get 
a perfect match. It is more de- 
pendable than the eye, and permits 
the perfect matching of colors even 
by telephone. This has had a great 
effect upon color printing and is of 
great value in advertising, Mr. Welp 
said. 


Henkel Appointed 


F, W. Henkel, 75 E. Wacker Drive, 
Chicago, has been appointed midwest 
representative of Brewers’ Technical 
Review, Chicago. 
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: oston Fosts 
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: to pick tuture mericas 1 
gy 
; llier’s Football Advi Board 
Collier’s Footba visory boar 
h . 
nts 
ces 
to 
ret, °° 
“. Wins recognition as “Ace’’ among 
o American newspaper writers for 
me outstanding record made in pages of 
d 
nl The Boston Post. 
0 
Aes . 
am- 
rec- 
ong- 
nal N ATIONAL recognition in The Boston Post two weeks before the 
ney as a selector of All-America teams comes end of the Notre Dame season, his daring 
aT to Bill Cunningham of The Boston Post. selection created a sensation. Notre 
The announcement was made from the Dame had still to play the strong Army 
= editorial offices of Collier’s that he will and the super-powerful University of 
the collaborate with Grantland Rice and Southern California on strange fields. 
cent Collier’s All-America Advisory Board in They won both games and Bill was hailed 
ates picking Collier's All-America football as a real oracle. Readers and followers 
Jan teams of the future. applauded and became staunch boosters 
for his daily column and his paper. 
werd Collier's All-America teams have 
ofes- always been considered the “official” Bill has a penchant for “calling them as 
sm [ans atonal and Syaicsied publice” he sexs the. and usualy ih 
’ 4 makes and keeps friends for himself an 
AraC: mortal Walter Camp as long as he lived. for his paper tatoo his leadership as a “BILL” CUNNINGHAM 
iolet Then came Grantland Rice, who is writer is based on real ability and rock- 
trum assisted by an advisory board of out- bottom sincerity 
1 by ° ‘ Vy. 
) get a —— = = — trouble almost daily and worries over 
| de- jury, Cunningham, Boston Post born . . 
mits and bred as a star feature writer, is now For The Boston Post, Bill has been all a Se nny d : Prstcgt a 
even appointed. over the country and almost the world. f jecuaien t ti 
oe He has interviewed Mussolini in Rome ets aque ; niak> aiiiain, prt oe 
Wolp For a number of years Bill Cunning- and the Prince of Wales in St. James ete.” ae 
ham’s Boston Post All-America Teams aa P a es ones the —— 
7 : — a erby, the Olympic Games, e “i wii tiie 
> ie = a y mpeg - championship prize fights of the last The “Tomahawk,” official Holy Cross 
drive though always one of the first to be an danaiin. tin Shehewe toathall d student paper, recently published this 
lwest nounced, Bill’s lineup was more nearly decade, the tea rat ootball games an item:—“Bill Cunningham can always be 
nical like the Collier’s Team than that of any important events of every nature. relied upon to view a contest impartially, 
— other expert. When he differs with and to write what he thinks is correct, 
re other experts, he “calls his shot,” and Stanley Woodward, the New York His honesty is one reason why he is gen- 
gives the whys and wherefores. His fol- Herald-Tribune football expert, said of erally considered among the finest sport- 
lowers like his reasons as well as his him: “In my opinion the best of us all. writers in the country.” 
choice. A slinger of words who suffers inordi- | 
nately because he works for a family Bill pours himself into a daily column 
For 1930 he picked the entire Notre newspaper ... No inhibitions with regard in The Boston Post and is, without doubt, 
Dame team (Knute Rockne’s last team) to choice ef words in conversations with read by more men and women than any 
' as that season’s All-America. Printed his contemporaries . . . gets himself into other columnist in New England. 
One of many OUTSTANDING reasons why more than 
A-THIRD-OF-A-MILLION FAMILIES regularly read 
li in 
noon: 
an not 
— Ce 
ican’ 
chest . 
listen . 
arest, 
with- 
pople.- 


Average Net Paid Daily Circula- By far the largest net paid daily 
tion for the six months period circulation of any Newspaper or 
ending September 30, 1935. © Magazine in New England. 


A gain of 14,641 copies per day over the same period last year, without contests, 
subscription premiums, or circulation-padding schemes of any name or nature 
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ling aew half wave Blaw-Knox vertical radiator, with uniform 


ret tit» This will give WCKY greater signal strength, more 
large udience. » Conservative estimates made by competent 
W's power will be increased 80% and signal strength 


ncreasin primary daytime area will be 32%, night primary 


rcreas130%. » It will add a total of more than 123,000 new 


the pi y area alone — 59,056 in Ohio, 38,521 in Kentucky 


na. » ICKY is carrying more than twice as many commercial 
ns fro(NBC than ever before. » With its primary service area 
1 withtch an addition to its already large audience WCKY 


en b@ and better job for the advertiser than ever before. 
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1936 OUTLOOK 
BRIGHT, SAYS 
FARM BUREAU 


Issues Most Optimistic Re- 
port in Years 


Washington, D. C., Nov. 5.—Agri- 
culture and the nation as a whole 
can look forward to far better times 
in 1936, the Bureau of Agricultural 
Economics predicts in its annual 
agricultural outlook report, which 
was released yesterday. The report 
is considered the most optimistic to 
be issued by the bureau in years. 


The bureau made these forecasts: 


“Consumer buying power in the 
United States will be increased 
about ten per cent in 1936 and this 
upward trend will continue through 
the next two or three years. 

“The present upward trend in 
farm income will continue in 1936 
and cash income for farmers prob- 
ably will be higher this year than 
in any year since 1929, with largest 
gains in the north central states. 

“The income of industrial work- 
ers in 1936 probably will be about 
ten per cent higher than in 1935. 
Industrial production in 1935 will 
average about 88 per cent of the 
1923-25 average and will show a fur- 
ther increase of about ten per cent 
in 1936. 


Durable Goods to Fore 


“The greatest advance in indus- 
trial activity in 1936 over 1935 will 
be registered in the durable goods 
industries. This prediction is based 
upon activity in the railroad, build- 
ing and automobile industries. 

“Purchases of equipment and 
supplies by railroads are likely to 


show an increase in 1936 over 1935, 
as much rolling stock has been re- 
tired during the depression and 
there have been few replacements. 
“The increase of ten per cent in 
industrial production in 1936 might 
result in railway earnings compara- 
ble with those of 1931. In that year 
expenditures for durable goods, al- 
though much lower than in years 
immediately preceding 1929, were 
greatly in excess of the expendi- 
tures in 1934,” the bureau stated. 


Building to Increase 

“Building activity in 1936 will 
probably be at an appreciably high- 
er level than in 1935, owing chiefly 
to an expected expansion of about 
50 to 100 per cent in residential con- 
struction. The total value of build- 
ing contracts of all kinds awarded 
in 1935 will be about the same or 
only slightly higher than in 1934.” 

“Automobile production has shown 
the most rapid recovery of any of 
the major industries and this in- 
crease in output will continue 
through 1936. A continuation of im- 
provement in consumer incomes will 
increase further the purchase of new 
cars to offset the rate of replace- 
ments during the last few years. 


“Auto production in 1935 is now 
estimated at 3,700,000 cars and 
trucks, 30 per cent higher than last 
year and 160 per cent higher than 
the low level of 1932. The value of 
automobile exports, which more 
than doubled from 1933 to 1934, has 
shown a further increase of 13 per 
cent in the first eight months of 
1935 as compared with the corre- 
sponding period of last year and fur- 
ther gains in the export field seem 
probable in 1936. 


Predicts Steel, Iron Gains 


“A further expansion in use of 
iron and steel in machinery and 
tools, farm equipment and metal 
containers will take place in 1936. 
Next to automobiles, the demand 
for iron and steel for miscellaneous 
uses has shown the best recovery. 

“In addition to the improvement 


in durable goods, output in the non- 
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Will C. Grant, advertising director, Lone 

Star Gas Company, Dallas, who was 

elected president of the Tenth District, 

Advertising Federation of America, at 
its annual meeting. 


durable goods industries, which has 
been maintained at relatively high- 
er levels than in the industries pro- 
ducing durable goods, also is likely 
to show some improvement in 1936 
over the current year. Textile ac- 
tivity will probably be characterized 
by an increase in output of about 
ten per cent. The output of wool 
textiles during 1935 has been at a 
relatively high level and no increase 
in 19386 is anticipated. No major 
change is expected in the food in- 
dustries. In the meat-packing in- 
dustry the volume of _ livestock 
slaughter will be about the same 
or slightly higher than in 1935. 


Credit Likely to Expand 


“The general improvement in the 
outlook for business, the high level 
of bank reserves and the low level 
of money rates are likely to give an 
impetus to the expansion of credit. 
With member banks having reserves 
about twice their legal requirements 
the basis exists for a substantial ex- 
pansion of credit. It does not seem 
probable, however, that credit will 
expand much more rapidly in 1936 
than it has in the last two years. 

“As long as there remains a sur- 
plus of utilized productive capacity 
it seems probable that the use of 
buying power made available 
through expansion of bank credit 
will be reflected more in an in- 
creased output of goods than in 
higher prices. Such a development 
took place after 1878 and 1896, re- 
spectively, when deposits of national 
banks practically doubled. In both 
periods there was a rapid increase 
in industrial production with prices 
rising much more slowly.” 


Ogden Printing Wins 
Prize on Rug Advertising 


The 1935 first prize for excellence 
in color printing, awarded by the 
New York Employing Printers’ As- 
sociation, has been given to the 
Ogden Printing Company, New York, 
for work produced for rug advertis- 
ers under the direction of Harry 
Gorson. 

Ogden’s recognition was earned 
through catalogs, brochures, broad- 
sides, wall charts and envelope en- 
closures depicting rug and carpet 
patterns executed almost entirely by 
use of three-color plates, without the 
black plate. The clients served in- 
cluded Mohawk Carpet Mills, W. & 
J. Sloane Selling Agents, Inc., and 
the Firth Carpet Company. 


Backley, Evans to Speak 


Engineering Advertisers Associa- 
tion will have two speakers at its 
meeting Monday evening, Nov. 11, at 
the Chicago Federated Advertising 
Club, Hotel La Salle. Homer J. 
Buckley, president of Buckley, De 
ment & Co., will talk on “The Tragic 
Waste in Personal Selling’; Robert 
Evans, of Evans & Stults, on “Get- 
ting Industrial Advertisements Seen 
and Read.” 


Contest for Anti-Freeze 


Commercial Solvents Corporation, 
Terre Haute, Ind., will launch a win- 
ter campaign on its new anti-freeze 
compound, Ajax Plus, with a cash 
prize contest in which entrants are 
required to name a picture. 


NO IDIOTS IN 
VAN’S FAMILY, 
SAYS BILLY B 


And He Proves It With Tale 
of ‘No-Cost’ Follow-Up 


Chicago, Nov. 6.—Billy B. Van, fa- 
mous as the only actor who ever 
made good as a manufacturer and 
advertiser, told a big audience at the 
Hotel LaSalle today of one of the 
most complete jobs of follow-up ever 
developed, which he uses in the pro- 
motion of Pine Tree soap. The meet- 
ing, held under the auspices of the 
Chicago Federated Advertising Club, 
opened a three-day conference of the 
Direct Mail Advertising Association, 
featuring the exhibit of the 50 direct 
mail leaders of 1935. 

Mr. Van’s product is sold in quan- 
tity to hotels, current sales being 
at the rate of 5,000,000 cakes a year. 
Each bar of soap carries an order 
blank calling for the delivery of ten 
cakes to the home of the purchaser 
for $1. This is considerably higher 
than the regular retail price. 

The follow-up to the customer in- 
cludes not only a direct acknowledg- 
ment, but two letters to the wife of 
the buyer, the second referring her 
to the local retail outlet for further 
supplies. The retailer is also written 
to, with a suggestion for a phone 
call to the new user of Pine Tree 
soap, while a 50-line newspaper mat 
advertising the soap is enclosed. Fol- 
lowing this a letter goes to the local 
newspapers suggesting that the 
dealer be solicited for the advertis- 
ing. 


Much Copy Runs 


As a result of this method, Mr. 
Van said, thousands of lines of copy 
are published by dealers in news- 
papers all over the country, and the 
clipping services provide ample evi- 
dence that the product is being 
widely advertised. These newspaper 
clippings are shown to the jobbers as 
an additional reason for stocking the 
soap. 

Mr. Van’s program also includes a 
letter to the hotel from which the 
original order came, enclosing a form 
for use in writing the guest. The 
form, in addition to being a cordial 
invitation to come back, also carries 
a boost for Pine Tree soap. 

“Please note,” said the famous 
comedian, who has lost none of his 
punch, humor or shrewdness, “that 
the hotels sample our product to 
millions of consumers for nothing; 
that the cash orders from customers 
thus sampled provide the money for 
all of the additional follow-up, and 
that the local advertising and trade 
promotion are also based on original 
dollars which we get from the 
sampling job. My mother didn’t 
raise any idiots.” 

Mr. Van also told the interesting 
story of the rehabilitation of New- 
port, N. H., home of Pine Tree soap, 
which lost two of its original indus- 
tries, shoes and textiles, at the be- 
ginning of the depression and has 
replaced them with eleven. Bobbin 
manufacturers are now making lol- 
lypop sticks, and horse-blanket mak- 
ers have turned to ski-suits. Cotton 
underwear for women, has been re- 
placed by garments of silk and 
rayon, properly packaged and 
scented. And the mayor, who also 
happens to be Mr. Van, has been 
elected for seven consecutive terms. 


Y. & R. Promote Eaton 


Arthur Eaton, for the past ten 
years in the copy department of 
Young & Rubicam, Inc., the last three 
as associate copy director, has been 
appointed head of the agency’s crea- 
tive departments in the Chicago 
office. 


Hawes Starts Campaign 


Elizabeth Hawes, Inc., designer, 
has started a fall and winter cam- 
paign of special copy in women’s pub- 
lications and a list of New York news- 
papers through Donahue & Coe, Inc., 


New York. 
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Sales and installation in Milwaukee City 
and County handled direct by the factory 
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Burns-Hall Advertising Agency placed 

this unusual copy in Milwaukee newspa- 

pers for the Heat Control Company, 

offering a 40 per cent saving in fuel cost 
or "no sale." 


Bulletin for “Cap Sealed” 


The first issue of a bulletin, 
“Canned Beer News”, published by 
the Continental Can Company, Inc., 
New York, has been sent to 9,000 beer 
distributors throughout the country. 
Each issue will reproduce the current 
advertisement running in Collier’s, 
Esquire, Fortune, The New Yorker 
and Time to build consumer accept- 
ance for beer in Continental’s cap 
sealed can. 


Appoints Devine-Tenney 


The Oswego, N. Y., Palladium- 
Times has appointed Devine-Tenney 
Corporation as its national advertis- 
ing representative. 


Celebrates Half Century 


The Middletown, Conn., Press, 
founded a half century ago as The 
Penny Press, celebrated its 50th an- 
niversary Oct. 29, with a 16-page spe- 
cial section. 
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Is your salesforce hard to start in cold weather, 
lacking in pickup, sticking in second gear, lagging on 
hills, losing speed over rough spots? Then put a good, 

4 stiff schedule of The News in your program and watch 

= it step up salesmen and sales, pep up buying in the 

Z New York market! The News costs so little no good 
sales program in New York can afford to be without 
it! .. . Is your schedule in? 
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ADVERTISING AGE 


November 11, 1935 


POETIC LICENSE 
HAS DEFENDERS 
AT FAA HEARING 


Washington, D. C., Nov. 7.—Ques- 
tions of the propriety of “poetic li- 
cense” in advertising of liquor, and 
the right of the Federal Alcohol Ad- 
ministration to control outdoor poster 
advertising developed at the hearing 
held last week-end by the FAA on 
proposed new advertising regulations 
for the industry. 

The new rules, now being formu- 
lated, will supplant those under 
which the old Federal Alcohol Con- 
trol Administration operated. Fol- 
lowing the hearing, Franklin C. 
Hoyt, administrator, announced that 
the regulations will follow closely 
along the lines proposed prior to the 
hearing. 

With the exception of the “poetic 
license” and outdoor poster angles, 
no outstanding differences of opin- 
ion were expressed at the hearing. 

The proposed rules would demand 
that all advertisements include only 
important information, strictly and 
literally true, various witnesses pro- 
tested, and would exclude poetic li- 
cense. 


How About Models? 


Philip Lukin, New York advertis- 
ing counsel, brought up the point that 
the proposed rules, strictly inter- 
preted, might outlaw certain kinds of 
advertising illustrations, making use 
of poetic license. 

He urged Administrator Hoyt to 
consider a hypothetical case in which 
a model is photographed, and quoted 
in advertising captions as saying, 
“This whisky is fine.” 

Mr. Lukin declared that possibly 
“our model doesn’t drink, or perhaps 
he doesn’t like whisky. He may, for 
example, prefer some other kind of 
alcoholic drink. However, under a 
strict interpretation of the proposed 
regulations, the advertising would be 
unlawful.” 

“Wouldn't it be possible to hire a 


model who does drink and does like 
whisky?” Administrator Hoyt in- 
quired. 


Mr. Lukin replied that it is not al- 
ways possible to secure just the right 
model, and that he merely sought to 
illustrate what was meant by poetic 
license. 

P. Stewart, of the Outdoor Ad- 
vertising Association, protested inclu- 
sion of outdoor advertising as sub- 
ject to regulations. He asserted that 
if all the information required were 
placed on the poster, it would be 


TWO ADVERTISERS 


necessary to make it ten times as 


large as it would be otherwise. 
Outdoor Not Interstate 


Mr. Stewart declared that in his 
opinion, the FAA lacks control over 
outdoor advertising, since, he con- 
tended, the medium is not interstate 
in nature. The only time that a 
poster is in interstate commerce is 
when it is being shipped, “and then 
it is wrapped up and nobody can see 
it, so it isn’t an advertisement,” he 
said. 

Controversy over extension of regu- 
lations to outdoor advertising brought 
comment indicating that the courts 
might be asked to rule on the ques- 
tion. 

Administrator Hoyt indicated that 
he wanted guarantees to mean ex- 
actly that. “A lot of them don’t mean 
anything,” he said. “You try to get 
your money back and you can’t get 
ad 

A hearing on proposed wine adver- 
tising regulations will be held Nov. 
22. 


L. S. Hamaker to Speak 


L. S. Hamaker, vice-president and 
general manager of Berger Mfg. Com- 
pany, will speak on “A Realistic Ap- 
proach to the Job of Selling an Ad- 
vertising Program,” at a meeting of 
Technical Publicity Association, Inc., 
New York, Nov. 12. 


Stephen Added to Staff 


Herbert L. Stephen, who formerly 
conducted an advertising column in 
the New York Evening Post, and was 
previously with Sales Management 
and assistant advertising manager of 
Devoe & Raynolds, has joined the edi- 
eg staff of Printers’ Ink, New 

ork. 


WITH TIRE PRICES 
NOW STABILIZED 
at HIGHER LEVELS 


Akron, always a free- 
spending market—offers 
an even greater oppor- 
tunity for increased 


sales. 


In this market 


you can secure complete 
economical coverage 
by using the 


AKRON BEACON JOURNAL 


Member A. B. C.—A. N. P. A.—Major Market News- 
papers, Inc. Represented by Story, Brooks & Finley. 


‘CUP AND SAUCER 


_.ROSE- AND POPPY DESIGN... LOVELY COLORS! 


Free with only 25 COUPONS 
from BORDEN'S SILVER COW EVAPORATED MILK 
some of the best news thnity, 


Cumcrnnad women have heard i 
V bong, long time. Denby good news! 


BORDEN’S SILVER COW 
EVAPORATED MILK 


These two three-column advertisements, 
almost the same size and making almost 
identical premium offers, appeared in the 
same issue of the Cincinnati Times-Star. 


GET THE SAME IDEA 


FREE: 


CUP AND AND SAUCER 


FOR ONLY 25 


WILSON'S 
MILK LABELS 


Wilson's Milk Premium Store 


~» 500 Glenn Bidg. 
Sth end Race Streets, Cincinnati 


WILSON’S 


slatadinit eompene | L K 


ENRICHED IN Meta D BY ULTRA-VIOLET RAYS 


Says Magazine’s 
Effect Depends 


On ‘‘Directness’’ 


Boston, Mass., Nov. 5.—A magazine 
story or article, to get the maximum 
of attention, should state in the 
headline, subhead, or illustration, 
exactly what that story is about, 
John Sterling, of The McCall Com- 
pany, told the Boston Advertising 
Club at a meeting last week. 

This quality of “directness” is one 
which is already familiar to crea- 
tors of advertising copy, and is the 
outstanding factor in the findings of 
The McCall Company’s large and 
continuous study of the reading hab- 
its of magazine readers, he said. 

For a year and a half now, a crew 
of people has been calling on read- 
ers of women’s magazines and three 
fiction monthly magazines, in an ef- 
fort to get material that would serve 
to improve magazines, both in edi- 
torial content and illustrations. 

In speaking of the need for “di- 
rectness,” Mr. Sterling declared that 
“there is little relation between the 
merit of an article and the amount 
that it is read, but there is a lot 
of relation between the headline, 
layout, and illustration, and _ the 
amount of reading.” 

The survey also showed that peo- 
ple are primarily interested in read- 
ing about the kind of people that 
they know, the kind they see around 
them, he said. “In other words, they 
are interested in romance. Romance 
is nothing but one’s own kind of 
people doing unusual things or doing 
usual things in an unusual way. 

“After every great social or eco- 
nomic change in history there has 
been a tremendous rise of writers; 
people who restate all the old sto- 
ries in a new terminology and under 
new conditions. In other words, the 
greatest reading is of those stories 
which combine realism and_  ro- 
mance.” 


Dykes to Kasper-Gordon 

J. Phillips Dykes has joined Kas- 
per-Gordon Studios, Inc., Boston, 
radio program concern, as director of 
sales. Mr. Dykes is a former account 
executive of Frank Presbrey Com- 
pany and Hanff-Metzger, Inc., New 
York, and at present directs publicity 
for the Province of Nova Scotia. 


COCA-COLA FILES 
SUIT TO PROTECT 
ITS TRADE MARK 


Has Spent $60,000,000 
to Promote Kame 


St. Louis, Nov. 5.— The Coca-Cola 
Company filed suit in federal court 
here yesterday to restrain four St. 
Louis bottling companies from al- 
leged infringements on trade rights 
of the plaintiff in bottling and sell- 
ing soft drinks. 

The petitions assert that the 
companies have sought to reap bene: 
fits from the popularity of Coca- 
Cola, through unfair imitation of 
the name, or through imitation of 
the color and packaging of the prod- 
uct, or both. 

The value of the Coca-Cola Com- 
pany’s good will and business is 
$100,000,000, the petitions state. The 
company also asserts that it has 
spent a total of $60,000,000 to adver- 
tise Coca-Cola. 

In addition to seeking injunctions 
against the alleged practices, the 
Coca-Cola Company asks an account- 
ing and damages. 

Defendants are James M. Dupiech 
Bottling Company, bottler of Ko- 
Nut; Western Mineral Water Com- 
pany. which formerly bottled ‘“Kola- 
Hiball;” Union Soda Water Com- 
pany, which bottles “Judge and 
Jerry;’’ and Vincent Triolo and Syl- 
vester Riggio, as Fairmont Bottling 
Company, bottler of Fairmont Kola 
and Buster Kola. 


Color Is Distinctive 


The name Coca-Cola, it is asserted, 
has been used by the company and 
its predecessors exclusively since 
1886. The company sets forth that 
the distinctive and characteristic 
color of Coca-Cola is given to it by 
caramel mixed with the syrup, solely 
for distinguishing purposes. The 


Coca-Cola bottle is also capped with 
a distinctive crown on which the 
trade mark Coca-Cola is inscribed in 


a distinctive script type in red color 
on a white background, and the 
trade mark Coca-Cola is blown into 
every bottle in the same distinctive 
script type, it is pointed out. 

The petition directed against the 
Dupiech Company sets forth that the 
company is bottling a product under 
crowns and paper labels marked 
“Ko-Nut,” and that the product is 
similar in color and appearance to 
Coca-Cola, 

The defendant is also using the 
name “Coke,” an abbreviation and 
nickname of Coca-Cola, in connec- 
tion with the sales of its product, 
it is asserted. 

The Coca-Cola Company charges 
that the word Ko-Nut is described 
on the bottle crown in red lettering 
on a white background, and also 
that the defendant is coloring its 
product in simulation of Coca-Cola 
and is advising its customers that 
its product is exactly like Coca-Cola 
and may be sold in response to calls 
for Coca-Cola by removing the crown 
and pouring the contents into a 
glass, and that no one can tell the 
difference. 


-— 


Gets Laundry Award 


William E. Kenney, vice-president 
of Davis Laundry & Cleaning Com- 
pany, Cleveland, O., has received the 
first annual merit award presented 
by Laundry Age, New York, in 
recognition of distinguished service 
for the advancement of the laundry 
industry during 1935. 


Hudson, Chrysler 


Launch Finance Plan 


Following the lead of General Mo- 
tors Acceptance Corporation, which 
recently announced a six per cent 
financing plan for automobile pur- 
chases, Hudson Motor Car Company, 
Detroit, has announced reduced 
financing costs on Hudson and Terra- 
plane cars. Available through the 
facilities of the C. I. T, Corporation, 
the financing cost will be six per cent 
on a 12-month payment basis. For 
longer or shorter periods, the charge 
will be one-half of one per cent a 
month. 

Chrysler Corporation has _ an- 
nounced a similar plan for financing 
purchases of its models. 


Issues Bulletin on 


Liquor Advertising 


The legal and legislative division 
of the Outdoor Advertising Associa- 
tion of America, 165 W. Wacker 
Drive, Chicago, has issued a bulletin 
on the status of beer and liquor ad- 
vertising as of Oct. 25, 1935, includ- 
ing the proposed federal regulations 
respecting advertising. Copies are 
available through the offices of the 
association. 


“Fordata” Launched 


The first issue of “Fordata,” said 
to be the first and only newspaper in 
the country devoted exclusively to 
Ford news, coincided with official an- 
nouncement of the 1936 Ford V-8, and 
was distributed to dealers Oct. 19. 
Publication offices of Fordata, Inc., 
are at 732 Federal St., Chicago. Offi- 
cers are William E. Dietz, president 
and editor, and George W. Nagel, IJr., 
vice-president and general manager. 


AY SCHOOLS 


ADVERTISING & COPY 
COMMERCIAL ART 
COM'L PHOTOGRAPHY 
LAYOUT AND LETTERING 
MEN'S FASHIONS AND 
PHOTO - RETOUCHING 


Deot L. V.. 116 S. Mich. Blvd., Chicago 


Your NEW YORK Gdduens 
Center of Times Square ,. Great Theater-ing! 
Close to buying centers .. Great Time-Saving! 
2} blocks to Sth Avenue... Great Shopping! 
Quiet street-—soft beds. . Great Sleeping! 
Courteous employees .. Great Service-ing! 
60-watt bathroom bulbs..Great Shaving! 
Dally rates—from $2.50 . . Smal! when Paying! 


In the hub of things yet out of - hubbub. 
706 LUXURIOUS ROOMS 


Horr Piccapinty 


45"! ST. W. OF B'WAY-W. STILES KOONES, MGR. 
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MILLIONS ON THE AIR! 


MORE NEW MILLIONS | 
ON THE SCREEN! 
and now 


A Magazine of Human Problems 


EXT WEEK on newsstands throughout the United States, the first 
issue of The VOICE OF EXPERIENCE Magazine goes on sale —a 
publication that experts have termed a ‘“‘natural.”’ 

The largest ‘‘cultivated’”’ and ‘‘prepared’’ audience in the history of pub- 
lishing is awaiting this December issue, edited and sponsored by that amazing 
phenomenon—VOICE OF EXPERIENCE. , 

Twenty years ago the man who cloaks his personality and philanthropy 
under the name VOICE OF EXPERIENCE launched his unusual career 
as guide to those beset by perplexities and human problems. Today, as the 
man who has studied first-hand a million private lives, he has built up an 
audience of serious adults (mostly women) whose loyalty is matched by their 
faith in the wisdom of his solutions of life’s problems and their sustained 
interest in the dramatic appeal of his work. 

Every day at noon and on Sunday evenings over a coast-to-coast Colum- 
bia Broadcasting System hookup the VOICE OF EXPERIENCE maintains 
his contact with a listening audience that runs into millions. Twice a month 
thousands of motion picture theatres—almost ten million persons—see and 
hear a one-reel dramatization of one of the more unusual problems and 
its solution out of the incredible files of the VOICE OF EXPERIENCE—a 

feature distributed by the alert Columbia Pictures Corporation. 

No one man has so completely captured the confidence, loyalty and inter- 
est of the great middle class. The same appeal —the same drama and the same 
practical program for emotional adjustment which has characterized his 
work in the past has been molded into a monthly publishing vehicle—unique, 
daring, provocative, powerful. Powerful in its sustained reader appeal, power- 
ful as a vehicle for your advertising. Advance copies will be mailed to adver- 
tisers and their agents upon request. 


WILLIAM A. HAUPT JEROME van WISEMAN 
Advertising Director PUBLISHED BY President and Publisher 
E. 
nee Engel-van Wiseman, Inc. Cuashaliin ata 


DWIGHT H. EARLY 232 Madison Avenue, New York City JULIAN FUNT XUM 
100 N. LaSalle Street Managing Editor — 
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KOBAK SETS UP 
DECALOGUE FOR 
‘1936 AD BOOM’ 


Analyzes Problems at Tenth 
District Meet 


Oklahoma City, Okla., Nov. 5.— 
That advertising volume will reach 
an all-time peak in 1936 and that net 
earnings will show a marked in- 
crease within the next year were 
predictions 
made by Edgar 
Kobak, chair- 
man of the Ad- 
vertising Fed- 
eration of Amer- 
ica and vice- 
president in 
charge of sales 
of the National 
Broad casting 
Company, New 
York, at the an- 
nual banquet of 
the Federation’s 


Edgar Kobak 


Tenth District at the Hotel Biltmore 
here Friday night. 

Mr. Kobak presented an analysis of 
some of the major problems facing 
the advertiser in the period of un- 


rivaled boom, which he declared 
“many wise men” have prophesied 
for the near future. 

“Six years ago,” he said, “a period 
of unprecedented prosperity came 
to a sudden end. Our necks were 
out—we got the axe. For a while it 
seemed that the depression would 
last forever—that it was endless. As 
we look back it does not seem so 
long—but then, like hanging, if you 
hang long enough you get used to 
it. Like everyone else, I have been 
so busy fighting and working that I 
haven’t had time to look things over. 


TOTALLY NEW 


GIANT 
PRINTS 


Detail, depth, brightness 
and contrast unobtainable 
before are now secured 
with Rapid Copy’s new 
paper-and-chemical combi- 
nation. A revelation! Ask 
for samples. 


Use Rapid’s Giant Prints 
as window displays, at 
sales meetings, as murals— 
wherever copy must go to 
jumbo size. 

Dull or glossy; plain or 
tinted; or black-and-white. 
Ask for samples! 


RAPID COPY 


SERVICE COMPANY 


fe 
PHOTOSTATS 
GIANT PRINTS 


SIX BRANCHES 
@ 
New York ... All Phones... 
VAnderbilt 3-3680 
& 
Cleveland ... All Phones... 
MAin 9335 
e 
Chicago ... All Phones... 
STAte 5977 


As I began to review these past six 
years, and wondered what has the 
depression taught us that will make 
advertising a better sales tool, 1 
wondered: Will we profit by the 
sobering influence of a depression 
and small advertising budgets and 
work to get the most for every dol- 
lar spent—or will we show a tend- 
ency to lose our common sense and 
again become drunk with prosperity? 
Time only will tell. 

“Why all this retrospect at this 
time? Why all this worry about 
our future habits when times are 
still hard? Just this—it has been 
publicly stated by many wise men 
that we are riding right into the 
center of a great boom. I don't 
pretend to know whether they are 
right or wrong. It has been stated 
only through publicity releases and 
speeches. No one bought pages, 
posters or radio time and thus ad- 
vertised this coming boom by paying 
for the advertising and signing the 
advertisements. I believe only in 
statements of this nature that are 
bought and signed. Speeches and 
publicity are more apt to be propa- 
ganda. 

“But we do know that there is a 
general improvement in business— 
that this year has shown a healthy 
increase in advertising volume and 
that net earnings are on the up-and- 
up. Also from our observations 
plus a gaze into the electric tube 
(crystal ball is out of date) we pre- 
dict that the 1936 advertising vol- 
ume will reach for an all-time peak. 
It will be a hard selling year and 
we hope a hard-advertising year. So 
naturally this is a most opportune 
time to check ourselves, and work 
soundly for the future. Past mis- 
takes must not be made again— 
only new mistakes will be tolerated. 
Let’s itemize some major points and 
look them over: 


“1. Probably more than any other 
one thing, we have of necessity 
learned to coordinate marketing 
plans, selling and advertising. Re- 
ceding volume forced nearly every 
one to forego, hit or miss selling and 
advertising. The result has been a 
reduction in waste in distribution. 
As times get better let’s continue in 
this thought of balanced planning— 
let marketing, selling and advertis- 
ing work together. Make every ad- 
vertisement pay now and for the 
future. 

“2. With limited budgets many 
groups have carried on sound, hon- 
est educational campaigns telling 
the truth about advertising—what it 
can do and what it can’t do. This 
work must be expanded but it must 
continue to be truthful, conservative 
and accurate. It must be purely 
educational—not propaganda. 

“3. Teachers of marketing and 
advertising in our schools and col- 
leges and the educational commit- 
tees in our advertising clubs are 
striving to fit students for the needs 
of business. There must be a 
closer working arrangement between 
the employers and the teachers so 
that the younger generation may be 
better prepared for this profession. 
Those who are doing the teaching 
are ready, but I’m afraid we em- 
ployers have not faced this problem. 
Let’s face it. 

“4. There is too much commercial 
bribery in business, in selling. Ad- 
vertising has been quite free of this 
bad practice that eats into honest 
businesses. Let’s stamp out all com- 
mercial bribery—certainly keep it 
out of advertising. 

“5. Criminal practices and rackets 
eat into legitimate advertising. Ad- 
vertising appropriations lose their 
full value when exposed to racke- 
teering media and services. As 
budgets increase, tighten up. 

“6. A very popular disease devel- 
oped during the lean years as ad- 
vertising volume began to shrink. 
That disease is called ‘media knock- 
ing.’ It became louder than a 16- 
cylinder motor full of carbon going 
up a steep hill. Fair competition is 
good, but when one group in adver- 
tising takes a slap at another—it is 
advertising itself that suffers. We 
must work together—buyer and 
seller—each form of advertising has 
its place—be big enough to see it. 
And be conservative in your claims 
for advertising. 

“7. Some twenty years ago a few 
strong men in advertising founded 
the Audit Bureau of Circulations for 


magazines and newspapers. During 
the depression outdoor advertising 
has developed traffic audits and ra- 
dio broadcasting is giving birth to 
an audit in its field. During these 
dark years it became popular to 
find fault with accepted methods of 
circulation analysis. Let’s all first 
subscribe to the audits in our fields 
—buyer, agent and seller alike- -use 
it to its fullest advantage—then im- 
prove it—but not tear it down. Or- 
ganized advertising must encourage 
and support all media audits. 


“8. All this talk of the consumer 
has reawakened the study of con- 
sumer psychology and made us re- 
member that markets are people— 
not clients, distributors, bosses or 
competitors to be impressed. Ad- 
vertising should be designed to sell 
products or ideas. Direct the adver- 
tising to the bulls-eye—the con- 
sumer. 

“9. During the past six years ad- 
vertising has stood up against all 
major attacks. Advertising came 
through much stronger and better 
than its worst critics prophesied. 
Why? Because such a large pro- 
portion of all advertising has been 
truthful and accurate and clean. 
Only continued vigilance on the part 
of advertisers, agents and media 
owners will help to better our good 
record. Constructive help on the 
part of federal, state and municipal 
agencies is welcomed—destructive 
attacks must continue to be met with 
honest, fearless and effective counter 
attacks. 

“The consumer is becoming more 
and more suspicious of the motive 
of many of those attacking adver- 
tising—-publicity seekers who are 
using destructive publicity to make 
a living by destroying the livelihood 
of honest people. We question the 
sincerity of the motives of many 
of these crusaders. Are they really 
sincere? The burden of proof 
should be placed on their shoulders 
—not on those who have spent time 
and money and ceaseless effort to 
invent, build and design products 
for the health, comfort and pleasure 
of the world at large. We have no 
quarrel with those who attack the 
dishonest and unscrupulous. But 
every business must not be de- 
stroyed because of a few rats. 

“10. Nearly 25 years ago, ‘Truth 
in Advertising’ became the battle- 
cry of organized advertising. "We 
are approaching the silver annivers- 
ary of that movement, inaugurated 
by a few courageous leaders. The 
Advertising Federation of America 
is making plans for the proper cele- 
bration of that important event. The 
best celebration that I can recom- 
mend is that everyone engaged in 
advertising live up to the standard 
that has been set for us. Actions 
speak louder than words. Join in 
this celebration and help foster the 
movement into the next 25 year pe- 
riod. 

“If advertising is to help develop 
the coming boom, it must keep its 
house in order. It must be prepared 
to serve and ready to lead the way 
onward and upward. 

“Let’s have a quality boom in ad- 
vertising in 1936.” 


Foulds Elected Vice- 


President of Permutit 


Henry W. Foulds, formerly in 
charge of distribution for a large re- 
frigerator company and a pump man- 
ufacturer, has been elected vice-pres- 
ident of the Permutit Company, New 
York, to correlate and direct all sales, 
promotion and advertising. 

The appointment was made in view 
of an expanded market for the com- 
pany’s water softening equipment and 
new products being ueveloped. As- 
sisting Mr. Foulds will be L. S. Fer- 
guson, manager of industrial sales; O. 
P. Harris, manager of domestic 
sales, and H. H. Wilkinson, advertis- 
ing manager. Kenyon & Eckhardt, 
Inc., is the agency. 


Buys “Retail Digest’ 

Retail Ledger Publishing Company, 
Philadelphia, publisher of Retail 
Ledger, Home Ware and other publi- 
cations, has purchased Retail Digest, 
national furniture and housefurnish- 
ings business paper. It will be incor- 
porated in a new monthly merchan- 
dising publication, Homefurnishers’ 
Graphic, printed in rotogravure, and 
covering all types of retail stores sell- 
ing furniture, floor coverings, house- 
furnishings and electrical appliances. 


NOW A NICKEL DRINK 


Now for the first time 

in history everybody in 

New York can enjoy 
“The Champagne of Ginger Ales” 


CANADA 
DRY 


in individual size bottles 


i i 


More's ey apey epee 
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es 


ALSO REGULAR 12-02. BOTTLE 
(FORMERLY 2 for 25/) NOW 10/ 


‘The 12.08 bomte of Caneds Dey has sino bees reduced trom L2 hye # 


Ame cclehle m thew wes nar oad othe ome poe 


Large-size newspaper copy which intro- 
duced the five-cent Canada Dry pack- 
age to metropolitan New York. 


Drive Opens on 
Ginger Ale in 
Nickel Bottles 


New York, Nov. 5.—Last week 
brought an innovation in the nation- 
ally advertised ginger ale field when 
Canada Dry Ginger Ale, Inc., intro- 
duced to the New York metropolitan 
market a new individual size bottle 
selling for five cents. 

The package, it is expected, will 
open a new market. In the first 
place, the size was chosen to appeal 
to families whose members are in- 
clined to take a single drink, now 
and then. Such is the case when 
children are involved. There will be 
no left-over quantity to go stale 
when the new package is used. 


Campaign Runs Five Weeks 


In the second place, the new size 
is expected to appeal to those whose 
means discourage them from buy- 
ing the larger size bottle. At road- 
side stands, it is believed that the 
new bottle will enable selling to per- 
sons who prefer a national brand but 
heretofore have been unable to get 
the individual size bottle, containing 
one glass. 

The introductory advertising cam- 
paign in New York will continue for 
five weeks in major newspapers. The 
first insertion ran several hundred 
lines. . 

In addition to putting the small 
bottle on the market, Canada Dry 
reduced its price on the 12-ounce 
bottle to ten cents. The price was 
formerly two bottles for 25 cents. 
The two cent bottle deposit applies 
on both sizes. 

Trade response to the new offer 
was reported as gratifying. It is 
possible that at some future date the 
small bottle may be introduced in 
other sections of the country where 
Canada Dry distributes direct. J. M. 
Mathes, Inc., is the agency. 


Glidden Puts Clark 


In Charge of Advertising 


E. W. Clark, for the past two years 
specializing in advertising and pro- 
motional work in the paint industry, 
has been made advertising manager 
of The Glidden Company, Cleveland, 
to succeed Fred J. Wonders, resigned 
to engage in other work not con- 
nected with the paint and varnish 
industry. 

C. S. Weber, who joined Glidden 
several months ago as assistant ad- 
vertising manager, continues at this 
post, P. L. Lotz, for some years Glid- 
den’s Pacific Coast regional manager 
with headquarters at San Francisco, 
has moved to Cleveland as director 
of merchant sales. In San Francisco 
he is succeeded by T. H. Zappert. 


Changes Cover Scheme 


To emphasize the weekly character 
of Automobile Topics, New York, the 
magazine will change its cover col- 
ors each week to form a monthly 
cycle, starting with the Automobile 
Show number. 


Republican Uses 


Novel Campaign, 
Wins His Fight 


Philadelphia, Pa., Nov. 6—A hu- 
manized appeal, featured in the Phil- 
adelphia Republican organization’s 
campaign in virtually every advertis- 
ing medium, is believed to have 
played a considerable part in the 
victory of the Republican candidate 
for mayor yesterday. 

The achievements and pledges of 
the mayoralty candidate, S. Davis 
Wilson, were presented largely in the 
form of pictures and small sketches 
in newspaper advertising. The same 
effort to translate the party’s claims 
into terms of direct significance to 
all voters was evident in other phases 
of the campaign. 

Twelve-hundred line space was 
used in each of the local dailies, and 
full-page advertisements appeared in 
each of the Sunday papers, the Phila- 
delphia Record and the Philadelphia 
Inquirer, on Nov. 3. In addition, all 
of the neighborhood weeklies and for- 
eign language dailies and weeklies 
were used. A 1200-line advertisement 
appeared in some of the regular 
dailies on Monday, the day before 
the election. One of the advertise- 
ments was reproduced in ADVERTIS- 
ING AGE Nov. 4. 

The organization further presented 
its story in a showing and a half of 
24-sheet posters (about 300), and in 
a number of paint shots at prime lo- 
eations. It distributed 500,000 small 
booklets containing football sched- 
ules and space for notes as well as 
political copy; 50,000 lithographed 
reflector signs for automobiles, and 
large quantities of window cards and 
lapel badges. 

More than 100 15-minute radio pe- 
riods were used for speeches, with 
small newspaper space announcing 
the talks. Campaign copy also ap- 
peared in local football programs. 


Lane Joins “Esquire” 


Gordon Lane, formerly with Alls- 
ton & Depew, New York advertising 
counsellors, and previously head of 
his own copy and art service in Mont- 
real, has joined the New England ad- 
vertising office of Esquire and Ap- 
parel Arts. His headquarters will be 
in Boston. 


Caron to Grace & Bement 


John H. Caron, for the past five 
years in the copy department of 
Brooke, Smith & French, Inc., has 
been appointed copy chief for Grace 
& Bement, Inc., Detroit. 


“Bonded” vs 
“Blended” 


Circulation 


CONFIDENCE OR HOPE 
WHICH DO YOU BUY? 


WHAT bese for your business— 
certified ensunaden of full value 
for your advertising expenditure— 
or hope that the 5% or 10% “real 
stuff’ (meaning possible return) will 
wipe out the bad effects of the 
wasted dollars. 

The Jewelers’ Circular-Keystone 
offers the only “‘Bonded™ ABC paid 
circulation in the jewelry field ... 
a “Sterling Fine™ circulation that 
covers 925/1000 of the industry's 
purchasing power. 

The Jewelers’ Circular-Keystone’s 
alert, interested readers are your 
real prospects. Buy this ‘‘bonded™ 
circulation, instead of ‘‘blended™ 
hopes, and turn them into active 


The ® 


JEWELERS’ CIRCULAR- 
KEYSTONE 


239 West 39th Street, New York, N. Y. 
"A Chilton Publication" 
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E.F.Wilson: ner 


E. F. Wilson, Director of Media Plans, of McCann-Erickson, Inc., is in charge 
of the purchasing of space for a great many clients. He has specialized in 
the study of media for a number of years. At one time Mr. Wilson handled 
space buying of trade and technical publications and, therefore, has a splen- 
did appreciation of the important place business papers occupy in the media 
plans for the advertising of clients placed by McCann-Erickson, Inc. 


more than three- 


quarters of our 


clients use business 


papers—becausce.... 


We regard business papers as being frequently the most efficient means to accomplish a specific job. This may be to create 


enthusiasm among retail dealers or to sell equipment to industrial plants. 


We recommend trade papers to gain the cooperation of the retail and wholesale merchants. Many of our clients sell a product 
or service to other industrial or commercial organizations. Industrial or vocational magazines are important to these advertisers 
because they deliver deep penetration into primary markets far beyond the contacts established by salesmen. We employ 


technical publications to reach the professional groups whose specification or recommendation frequently culminates a sale. 


Trade and technical publications are designed to carry an advertising message direct to a clearly defined specialized market. 
Business papers perform this purpose with the assurance of a high degree of readership among the important men within a 


particular industry, profession or trade group. 


Regardless of the character of its business, almost every national organization can benefit from the promotion of its product 


or service in business papers. It is for this reason that we have included trade, professional or technical publications as an 


important part of the advertising plans for over three-quarters of our accounts. 
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BAKELITE AD 
SET-UP SHOWN 


IN ANA STUDY 


Organization of Department 


Is Analyzed 


New York, Nov. 7.—A case study 
of the advertising department of 
the Bakelite Corporation, the first of 
a series of such projects by the Ad- 
vertising Research Foundation, spon- 
sored by the Association of National 
Advertisers, in what is believed to 
be the first comprehensive effort to 
define advertising department struc- 
ture, routine and procedure of rep- 
resentative national advertisers, was 
week. 
Copies of the 48-page book are avail- 


released to members this 


able to non-members at $2.50. 


The companies selected for study 
are representative of firms which 
have successfully organized their ad- 
vertising departments to deal with 
typical operating conditions in vari- 


ous consumer goods and industrial 
fields. 

The Bakelite advertising depart- 
ment, having a personnel of 12, 
headed by Allan Brown, advertising 
manager and assistant treasurer, 
serves many companies and many 
industries, owing to the fact that 
the company not only manufactures 
certain products itself but licenses 
other companies to manufacture 
under its patents. 

The Bakelite advertising depart- 
ment, working in conjunction with 
one agency, Rickard & Co., renders 
licensees and subsidiaries, of which 
latter there are five, a limited agency 
service in laying out of programs 
and advising on copy problems. The 
agency is compensated on a _ fee 
basis. 

Teamwork Is Valuable 

The Bakelite report is a summary 
of pertinent information with a 
supplement which includes a struc- 
tural chart of the department’s or- 
ganization and reproductions of its 
forms and record sheets. Of un- 
usual interest is the story of team- 
work of the advertising, sales and 
engineering departments, which was 
developed to meet the problem cre- 
ated by the necessity for preparing 
a great variety of technical mes- 
sages and the impossibility of enough 
copy men to cover all fields. Briefly, 


GRIT Offers You 
Ready-to-Buy Customers! 


110,158 
GRIT FAMILIES 
WILL BUY CARS 
IN 1936°* 


WHO WILL 
SELL ME A 
MECHANICAL 
REFRIGERATOR? 


WHO WILL 
SELL ME 
A NEW CAR? 


54,549 
GRIT FAMILIES 
WILL BUY 
MECHANICAL 
REFRIGERATORS 
IN 1936° 


88,444 
GRIT FAMILIES 
WILL BUY 
RADIOS 
IN 1936* 


WHO WILL 
SELL ME 
A RADIO? 


WHO WILL 


84,737 
GRIT FAMILIES 
WILL BUY 
WASHING MACHINES 
IN 1936* 


The number of GRIT Families who will buy your 
product in 1936 depends largely on whether GRIT is 
included in your advertising plans for the coming year. 


* Based on a direct report from 5% of GRIT’S circulation. Ask about it 


Now Reaching Over 500,000 Small Town Families Weekly 


UNUSUAL COPY USED BY DISTILLER 


pane ‘distillery. oe gi 


DISTINCTION 
BASED ON DETAILS 


atte 
tion to details—distin. © 
guish the world re- © 


Glenmore Histilleries Co. - 


Distillers of Kentucky Tavam, Glenmore Two Naturais STRAIGHT WHISKIES 
01s Thompson, Tom Hardy BLENDS OF STRAIGHT WHISKIES 


Phe edeertine ment dure nat offer this pratint for wale tm Ory States: @ w oBored far sole omig tm comsttnnte with ell Stade Gnd Fev aves Sentures, 


Eternal Vigilance Is The | 
Price Of Good Whiskey 


Whee do acite iiiadear ad on saa 
| tum? What is the vital fretor in obtaining 
|} aroma? Which years of ageing produce en 
realest temper oe n + ey? hss 


jaoce and sparkle of whiskey 

These are just » few of the thowunds of 

queutions which have been satislactorily 
by @ man who has devoted his life 

to the ‘haffiing comple ities of whiskey manu. 

j facture. During hie 34 years of active distil- 

} ling, be has produced over "32,000,000 gallons 

7 of fine whirkey 

| ‘This man, whe has spent his life in a 

Kentacky town on the banks of the Ohio, 

} fully realizes that the me me diffieult probleni« 

| in whiskey mak, wed many years 

} age. However, he Sisiptttoney aren BEEN 


| tists fail to explain satidartorily many ¢ mene 
reactions whirh whiskey men — 
ing use of generations age d be 
reroneiled to the fact that with a hie add- 
vend eed laboratory knowledge, bis real jub is 
@ vertain that okt th methods are 
| rior ta the lena every bour the plant 
rates. For some of the most dimatrous 
unders of the distilling industry have re- 
mated from failure to eontinue the routines 
long since proved effective—or from an at- 


Sel aisslers 
nO the many. factort entering inte the man- 


lacture of whiskey, there are ” whieh 
should be particularly siressed: (/.) Perfect 
sterile cle we throvghout; (2.) dilated 


accurate rege nldtion of te Me pe? OLN ER 

From the time the automatia conveyors 
take the grain fre om the freight cars until the 
antomatically filled and sealed bottles come 

off the betthag line, no human hand touches 

the product 

As the grain is withdrawn from the storage 
bins to begin the distillation process, it is 
thoroughly cleaned, »» as to remove all dirt, 
dust and foreign mat ice. 

an added assurance of cleanliness all - 

Rocrs in fe the distillery are open steel gratings, 
whae . o tuyely prevent the accumulation 
oof an 

ai feoke are thoroughly sterilized with live 
steam alter being emt. 

Absolute and accurate control of ra 


to check the first and to insure that the cor- 
rect temperature is maintained and held con- 
ne ie gabe « —_ exact periods of time, 

gous recording therm 4 
wakes aoe ioe ke k, charts exactly what tem- 


To the modern instustrialist, the 
of a concern with salee running ite the mil 


ling the comiancd resources of 
tedag's chen se and ng to sustain 


aipeccmnny tyigpn cdity. 

But to the distiller—the man whe ther- 
oughly onderstands the whims and vagaries 
of whiskey—it is @ serious Hie 


daily bumimess. 
thinki plan and executive direction 
ly centered on finding better ways to 
carry on the met which long were 
proved most effective. 

To those interested, Glenmore os this 
offer—setd 10 cents for attractive Old Fash- 
ioned Cocktail —Limited quantity — 
Address G' Dieiilleries Co... Ine., 
Fourth Kentucky. Ulde. ) 


This full-page advertisement, to appear in Cosmopolitan, consists of two-thirds 


pictorial material in full color, and one column of ' 


‘reader" in black and white. 


the problem of bringing the re- 
quired technical knowledge to bear 
is met by making all members of 
the engineering and sales depart- 
ments ex-officio members of the ad- 
vertising copy staff, parcelling out 
the copy assignments to the persons 
who happen to have a knowledge of 
the industry to be addressed. 

In some instances the engineer 
or salesman drafted for extra duty 
writes the copy, or part of it, and 
in others he passes on text prepared 
by the advertising department. 


Following this collaboration, the 
message goes to the central com- 
mittee, another feature of the adver- 
tising set-up, the membership of 
which comprises the president and 
the heads of all departments. The 
function of this group is advisory, 
a smaller executive committee, com- 
posed of advertising, sales, engi- 
neering and legal department heads 
having the executive power. 


Other Responsibilities 


Some other responsibilities of the 
advertising department and_ the 
methods employed to discharge 
them, which are fully described in 
the report are: 

The budgeting of the appropria- 
tion by product a year in advance. 

The preparation of industrial ex- 
hibits. 

The purchase of all art, photog- 
raphy, engraving, etc., independently 
of the company’s regular purchasing 
department. 

The preparation of sales promo- 
tion material of all kinds, sample 
kits, gathering of data on old and 
new products, market analyses, etc. 

Coverage of trade events and man- 
agement of public relations. 

New product research. 

Dissemination of trade information 
and news of the company and its af- 
filiates and publication of a house 
organ. 

Answering and routing inquiries 
from advertising. 

Compilation and revision of mail- 
ing lists for direct mail. 

Complete accounting and record 
keeping for the advertising depart- 
ment, including a perpetual inven- 
tory of the department’s supplies. 

The department is set up as a 
separate unit with full autonomy, 
the manager being in full charge of 
employment, advancement and dis- 
missal. It is the policy to recruit 
the staff by advancement from posi- 


tions in other departments on the 
theory that a wide knowledge of a 
technical business of this nature is 
more helpful than general advertis- 
ing experience. 


K. C. Utility’s 
Movie Contest 
Wins Good Will 


Kansas City, Mo., Nov. 7.—More 
than 600 persons entered the “Movie 
Star Contest” conducted by the Kan- 
sas City Public Service Company, 
operating street railways and bus 
systems, winners of which have just 
been announced. 

The contest involved ‘identifica- 
tion of cinema celebrities’ photo- 
graphs, two of which were displayed 
in each issue for six months of 
“Public Service News,” semi-month- 
ly bulletin distributed chiefly on 
street cars. Entrants were also re- 
quired to give names of three mo- 
tion pictures in which each star had 
appeared. 

Nine cash prizes totaling $500 
were awarded, and 50 prizes of ten- 
week street car passes. 

The contest succeeded in getting 
more copies of “Public Service 
News” into Kansas City homes, and 
cultivated a substantial amount of 
good will for the utility, from street 
car patrons and local theater opera- 
tors. Many contestants turned in 
elaborate entries, now on exhibition 
in theater lobbies here. 


Fisher Body Promotes 


Care of Auto Interiors 


Believing instruction on care of 
the automobile body to be as import- 
ant to the owner as information deal- 
ing with mechanical features, Fisher 
Body is supplying General Motors 
passenger car divisions with a book- 
let entitled, “Good Housekeeping in 
Your Car.” 

The 16-page booklet contains in- 
formation on the care of various up- 
holstery fabrics, with instructions for 
eradicating the most common stains. 


Daily Carries On 

The plant of the Clarksville, Tenn., 
Leaf-Chronicle was _ virtually de- 
stroyed by fire Nov. 3. M. Stratton 
Foster, publisher, made arrangements 
with the Nashville Banner for publi- 
cation of the daily until restoration 
of the plant can be effected. 


Information 


_ forAdvertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 


No, 841. No Dilapidosis Here. 


Hammers, saws and paint brushes 
are at work again, according to this 
booklet by Conde Nast Publications, 
Inc. It contains the results of a re- 
cent House & Garden questionnaire 
on building, remodeling and redeco- 
rating and shows that House € 
Garden readers have money, are 
spending money, and really read 
House ¢& Garden to find out how to 
spend it. 


No. 844. Life Begins at 20. 


This brochure, issued by the re 
search and marketing department of 
Modern Magazines, deals with the 
American women’s market, and the 
importance of the age factor in ad- 
vertising and selling. It contains 
many interesting charts and figures 
on coverage of the women’s market 
by Modern Magazines. 


No. 842. Concentrated Gold. 

Issued by Scribner’s Magazine, this 
booklet tells why the travel adver- 
tiser must spend his money in a sure- 
fire market, and gives proof, through 
answers to a questionnaire, that 
Scribner’s is one of the most profit- 
able travel magazines in the country. 


No. 8438. The Greater Sioux City 
Market. 

Facts for advertisers in the Sioux 
City market are contained in this 
folder issued by the Sioux City Jour- 
nal. Industries are listed and poten- 
tial buying power indicated. Com- 
parative linage figures are shown, in- 
dicating coverage of the market by 
the Journal. 


No. 836. San Pedro, California. 


Issued by the San Pedro News- 
Pilot, this brochure deals with va- 
rious aspects of the San Pedro mar- 
ket: population, buying power, num- 
ber of retail outlets, transportation, 
and coverage of the market by the 
News-Pilot. 


No. 887. WEY Smashes a Hit Over 
the Leftfield Fence. 


This is the story of an unscheduled 
stunt that turned defeat into victory 
for WKY. Barred from the Beau- 
mont, Tex., ball park because of a 
contract with another Oklahoma City 
station, WKY broadcast the Okla- 
homa City Indians-Beaumont Ex- 
porters games from a fortunately 
placed power line pole outside the 
leftfield fence, giving Oklahoma lis- 
teners the only play-by-play account 
of the games. 


No. 838. The Rich County House- 
hold Supplies € Equipment Market. 
This is a study of farm market, 

which has become increasingly fer- 

tile in the past few years, Included 
are surveys of brands, products and 
equipment farm women buy, and 
coverage of the county market by 
The Farmer’s Wife. Issued by Webb 
Publishing Company. 


No. 839. WICC — Bridgeport, 
Haven, Connecticut. 


This brochure, issued by the South- 
ern Connecticut Broadcasting Cor- 
poration, tells in concise manner the 
facts about WICC coverage. It in- 
cludes a study of the southern Con- 
necticut market, advertisers’ success 
stories and a description of the sta- 
tion’s engineering efficiency. 


New 


No. 822. Market Study of Canned 
Goods in Hawaii. 


Distribution and relative sales 
standing of various brands of canned 
vegetables, fruits and soups in Hono- 
lulu’s retail outlets are covered in 
this survey made by the merchandis- 
ing service department of the Hono- 
lulu Star-Bulletin. 
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OCTOBER FARM 
PAPER LINAGE 
10% OVER 1934 


Chicago, Nov. 7.—Advertising in 
the farm press continued to show 
gains over last year during October, 
when a group of monthlies and semi- 
monthlies measured by the Advertis- 
ing Record Company registered an 
increase of 10.2 per cent over 1934. 

The group carried a total of 333,- 
600 lines of advertising, not includ- 
ing baby chick, livestock or classi- 
fied, in October, compared with 
302,600 lines in October, 1934, for a 
gain of 31,000 lines, 

Detailed figures for these publica- 
tions, as well as for bi-weeklies and 
weeklies in the farm field which are 
measured by Advertising Record 
Company, are given in the following 
tabulation. In each case, the linage 
shown is exclusive of baby chick, 
livestock and classified. 


Monthlies 1935 1934 
Country Gentleman .... 28,847 25,341 
Successful Farming ... 18,819 14,195 
Capper’s Farmer ...... 18,699 16,406 
Progressive Farmer and 

Southern Ruralist 


Carolinas - Virginia 

PED vc bbs0408000 17,618 18,720 
Kentucky - Tennessee 

0 ae 17,381 16,015 
Georgia-Alabama Edi- 

NS os Cee ecaes we ks 16,699 17,663 
Mississippi Valley 

SF ee 16,060 15,358 
Texas Edition ....... 15,937 16,813 
pe Peres 12,524 13,82 


Average 5 Editions... 16,739 16,914 
Southern Agriculturist. 12,434 9,628 
California Citrograph.. 12,312 12,391 


Country Home ....s... 11,245 9,922 
Southern Planter...... 10,555 5,119 
Western Farm Life.... 8,888 5,432 
Farm Journal ......... 5,030 4,828 
National Live Stock 

PROGEOST oc cacccdecs 3,949 3,171 
Breeder’s Gazette ..... 3,842 2,945 
Wyoming Stockman - 

PUNE 625i vesecans 3,524 3,795 
Bureau Farmer ....... 1,980 1,069 

Semi-Monthlies 
Farm and Ranch...... 15,709 13,212 
The Farmer-Stockman. 14,061 14,517 
Montana Farmer ...... 11,209 10,992 
Hoard’s Dairyman..... 11,091 7,810 
Utah Parmer ...csccess 10,662 7,939 
Arizona Producer...... 10,403 8,044 
Missouri Farmer ...... 4,871 5,809 
Arkansas Farmer...... 2,512 4,726 

Bi-Weeklies 
Prairie Farmer 

Illinois Edition...... 25,034 15,597 

Indiana Edition ..... 23,764 11,008 
California Cultivator.. 21,296 15,938 
“Oregon Farmer ....... 18,489 10,306 

Zone Advertising.... 840 ‘wae 
°Washington Farmer... 18,272 12,742 

Zone Advertising.... 2,233 Gace 


1Wallaces’ Farmer and 
Iowa Homestead .... 
The Farmer 


17,681 19,242 


DMO: 6:0.4.5.6.00:5049 60.8.0 17,014 8,011 
General Edition ..... 15,124 19,500 
Dakota Edition ..... 15,124 13,379 
*Idaho Farmer ........ 14,353 11,647 
Zone Advertising .... 553 eee 
INebraska Farmer .... 14,283 15,770 


Zone Advertising .... 6,751 7,254 
Average 4 Editions.. 15,971 


Average 6 Editions.. 16,478 
‘Wisconsin Agriculturist 

an@ Parmer? ....es.s. 14,011 10,986 
1Pennsylvania Farmer. 13,559 12,701 
‘Rural New Yorker.... 12,350 10,390 
tMichigan Farmer ..... 12,053 10,725 


1American Agriculturist 11,430 13,801 
Local Zone Advertis- 


ee rere ere 1,190 1,572 
hie PAPMOG 6 ssi0 000% 11,251 8,304 
1Missouri Ruralist ..... 9,858 8,282 

Zone Advertising .... 2,543 sieves 
‘Kansas Farmer (Mail & 

BOONE 66.4:$504 5804 se 9,775 7,552 

Zone Advertising.... 2,855 ease 
INew England Home- 

, REET ET eT Tee 9,486 8,047 
‘Indiana Farmer’s Guide 8,972 6,723 
‘Dakota Parmer ....... 7,488 6,806 

Weeklies 
*Pacific Rural Press.... 27,090 20,045 
“Weekly Kansas City 

Star 

Missouri Edition .... 22,276 22,700 

Kansas Edition ..... 22,251 23,246 

Arkansas - Oklahoma 

SER ONE  5:6.6 5b 6:5:0-0-%5 21,915 22,111 
*Capper’s Weekly...... 11,643 12,142 
Semi- Weekly Farm 

News 

’Friday Edition ..... 7,656 8,805 

‘Tuesday Edition .... 4,619 7,682 
‘Dairymen’s League 

p . gRn ee rereewreren 6,231 3,452 


1Two issues both years. 
*Three issues in 1935, two in 1934. 
’Four issues both years. 
‘Five issues both years. 


NBC Appoints Hauser 

B. J. Hauser, with National Broad- 
casting Company for the past four 
years, has been appointed assistant 
manager of the advertising and sales 
promotion department. 


“Million Dollar Sale” 
Repeated by Katz Drugs 


Katz Drug Company, Kansas City, 
Mo., has launched the 1935 edition of 
its annual “Million Dollar Sale,” 
which will culminate in a “no-money” 
auction at Convention Hall Nov. 30. 
Large newspaper space and radio 
are being used by the chain store 
organization to promote the event. 
At the auction, also an annual event, 
customers will use $10 auction cer- 
tificates given with every 25-cent 
purchase during November, in bid- 
ding for $20,000 worth of merchan- 
dise. 

The company is selling coupon 
books for 10 cents each. The books 
contain 82 coupons, three of which 
entitle the customer to free goods, 
and the remainder of which permit 
him to purchase individual or group 
items at sharp reductions. Many of 
the items are nationally advertised 
products. The company’s newspaper 
spreads contain numerous coupons 
with which goods may be purchased 
at low prices. 


Form Marketing Firm 


Glidden, Murphy & Halley have 
taken quarters at 43 E. Ohio St., Chi- 
cago, specializing as market counsel- 
lors. H. Coy Glidden was formerly 
with Maxon, Inc. Ed V. Murphy was 
with Kelly-Smith Company, newspa- 
per representative, while Dr. George 
E. Halley has represented radio sta- 
tions. 


10TH DISTRICT 
TO AID TEXAS 
CELEBRATION 


Dallas bets '36 Meeting; 
Grant New Governor 


(Pictures on Pages 20 and 35) 

Oklahoma City, Okla., Nov. 5.— 
An all-time peak in advertising vol- 
ume will be reached in 1936, Ed- 
gar Kobak, vice-president of the 
National Broadcasting Company and 
chairman of the Advertising Federa- 
tion of America, predicted here Fri- 
day at the convention of the tenth 
district of the A. F. A. His talk 
is reported elsewhere in this issue. 

W. C. Grant, advertising director 
of the Lone Star Gas Company, 
Dallas, Tex., was elected district 
governor, at the closing session Sat- 
urday. 

Neal Barrett, manager, KOMA, 
Oklahoma City, was elected first 
lieutenant-governor, and Michael 
Murphy, secretary, Krupp & Tuffly 


Shoe Company, Houston, Tex., sec- 
ond lieutenant-governor. Will S. 
Henson, vice-president and general 
manager, J. M. Colville & Son, 
Dallas, was chosen secretary. 

The convention by resolution re- 
affirmed its allegiance to the “Truth 
in Advertising” movement, the sil- 
ver anniversary of which will be 
observed next year. It also reaf- 
firmed its support of plans for the 
Texas Centennial celebrations. 

The importance of closer coopera- 
tion between advertisers and Better 
Business Bureaus was emphasized 
in an address by C. N. Kemery, 
Oklahoma City, governor of the 
southwest district of Better Busi- 
ness Bureaus. 


Hold Division Meetings 


Chester Roster, director of the 
Texas Department -of Centennial 
Publicity at Dallas, pointed out that 
Texas adopted the necessary con- 
stitutional amendment, permitting 
the holding of the 100th birthday 
celebrations, due to the hard work 
of Erle Racey, governor of the dis- 
trict in 1932, and support of all 
member clubs. 

Carroll C. Day, general agency of 
the Pacific Mutual Insurance Com- 
pany, gave the convention a four- 
point plan of resultful sales proce- 
dure. 

The successful salesman, he said, 


endeavors to open the mind of the 
prospect, identify the prospect’s 
problem, “fix” the problem for him 
so that he can do something about 
it, and then to close. 


Pawnees Honor CBS Executive 


Division departmentals were held 
Friday and Saturday afternoons. 
Lynn Cox, of Dallas, presided over 
the newspaper division; George 
Parsons, president of the Oklahoma 
State Direct Mail Association, di- 
rected the direct mail meeting; J. 
W. Cory, John E. Brown Company, 
Oklahoma City, conducted the re- 
tail and department store confer- 
ence. Other departmentals were in 
charge of Mr. Barrett, for radio; 
Mr. Grant, for public utilities; Mr. 
Kemmery, for Better Business Bu- 
reaus; and Fred C. Beseler, for out- 
door. 

At a dinner dance Friday night, 
Mr. Kobak was made a member of 
the Pawnee Indian tribe and chris- 
tened “Chief Air Talk.” It was the 
third time in the history of the tribe 
that a white man has been so hon- 
ored. The ceremony was conducted 
by Major Gordon W. Lillie (“Pawnee 
Bill’), white chief of the tribe, as- 
sisted by members of the tribe in 
full regalia. 

Dallas was selected as the con- 
vention city for 1936. 


t does make a Difference 
who makes your Electrotypes 


E.ectrotypes that will do justice to the 
pattern are made by Rapid—and that 
regardless of whether it is a rush or- 


der or not. 


It is this unvarying quality 


that has set Rapid apart as the biggest 
electrotyper in the world. You can see 


CINCINNATI 


the difference for yourself whenever you 
take the trouble to compare. The dif- 
ference is one of service as well as quality 
—for Rapid has the facilities to deliver 


a better job faster. 


If you’re not now a 


Rapid customer—next time try Rapid. 


LARGEST PLATE MAKERS 
IN THE WORLD 


ELECTRO’ 


e BRANCH OFFICES: NEW YORK, CHICAGO, SAN FRANCISCO 
THE ATLANTIC ELECTROTYPE AND STEREOTYPE CoO., 228E. 45TH ST., NEW YORK 
HOFFSCHNEIDER BROS., 500 HOWARD ST., SAN FRANCISCO AND 324 THIRTEENTH ST., OAKLAND 
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OHIO DICTATION 
OF LIQUOR ADS 
JUST AN ERROR’ 


Copy Ban, Inspired by S-H 
Articles, Is Lifted 


New York, Nov. 7.—Political ma- 
nipulations threatened to end Ohio 
advertising by leading distilling com- 
panies this week, the situation be- 
ing saved only by an official an- 
nouncement that an error had been 
made in the issuance of orders to 
terminate National - Schenley - Sea- 
gram advertising in the Scripps- 
Howard newspapers located within 
the state. 

National Distillers Corporation 
bore the brunt of the attack, although 
Schenley Distillers Corporation and 
the Seagram Distillers Corporation 
were involved. Advices here were 
that the state’s quick retraction per- 
mitted a solution without the mis- 
sing of a single insertion in the 
Ohio newspapers. 

The Ohio Scripps-Howard news- 
papers have been carrying a series 
of articles criticizing the state liquor 
department as conducted by Gov- 
ernor Martin L. Davey and James 
W. Miller, state liquor director. 
Among the charges made were that 
Ohio state stores were favoring 
“friendly” companies and squeezing 
out others whose products received 
greatest consumer acceptance. 


All Advertising Cancelled 


On Friday, National Distillers ex- 
ecutives were ordered to cease ad- 
vertising in Scripps- Howard news- 
papers. The penalty for non-com- 
pliance would be the removal of 
their products from the state stores. 


National Distillers refused, rejecting 
what seemed to be unjust control 
over its advertising. 

The answer was in the form of 
an order to National’s advertising 
agencies, Arthur Kudner, Inc., and 
Lawrence Fertig & Co., to discon- 
tinue all advertising in not only the 
four of the six Ohio Scripps-Howard 
newspapers which have been carry- 
ing National Distillers-Penn Mary- 
land advertisements, but also in 
some 31 other Ohio newspapers. The 
company has been conducting the 
same kind of campaign in states 
maintaining their own stores as else- 


where. The Ohio advertising ex- 
penditure has been about $50,000 
monthly. 


On Monday, state officials advised 
the company that an error had been 
made and denied that an order had 
been issued to Ohio state liquor 
stores ending the sale of National 
products. The company immediately 
countermanded its previous’ with- 
drawal from Ohio media. 

Schenley officials declined to dis- 
cuss the matter, claiming it did not 
affect them. In the trade, however, 
it was learned that in another 24 
hours they would have been forced 
to make a decision. Seagram’s had 
been given until Tuesday to termi- 
nate its relations with Scripps- 
Howard papers in Ohio. 

The Scripps-Howard articles 
charged that the state was stocking 
liquors on the basis of political 
favoritism, that certain brands were 
enjoying state orders many times as 
large as required, and that insuffi- 
cient stocks of best-selling brands, 
according to a Scripps-Howard sur- 
vey, were being carried in state 
stores. 


Servisign Expands 

Servisign Studios, formerly located 
at 480 N. Fourth St., Newark, N. J., 
have moved to a building of their 
own at 35 Wilsey St., more than 
doubling their former floor space. 
Mario Diaz, formerly with Doulberry 
Studios, New York, has been ap- 
pointed superintendent. 


MAT 
mis © 


most OF It 
SETTLED 


DID YOu KNOW THAT 
A SWIGLE ARCHITECT SERVED 


By ARCHITECTURE srecire 
im EACESS OF 40,000 WORTH OF 
ERIAL ANNUALLY TZ MULTIPLY 
#0,000 BY 5,268 ARCHITECTS 
AND ENGINEERS ANG VOC HANNE 
EMORMOOS BUYING POWER— 


DEFINITELY 
BEFORE THE 


CONTRACT is 


FILED: 


ARCHITECTURE, The Professional Journal for Architects, 
Is Published by Charles Scribner’s Sons 


Getting Personal 


Pat Kelly, of Thompson-Koch Company, Cincinnati, and Mrs. Kelly 
announced the arrival of Barbara Alice on Oct. 7. The first fold of the 
announcement reproduced headlines of recent important stories with 
the notice to see the inner fold for a really important event... 


The officers of the New York Advertising Agency Basket Ball 
League are Walter Chubb, McCann-Erickson, chairman, Charles Eng- 
lish, Federal, treasurer, and Gus Fiedler, McCann-Erickson, secretary. 
The six teams have scheduled 45 games, and a record turnout is ex- 
pected for the Kudner-Wasey set-to... 


Tom Tredwell, of the Architectural Record, has been appointed 
chairman of the General Solicitation Community Welfare Fund of 
Bronxville...G. W. Johnstone, director of publications for WOR, has 
been appointed an advisor to the police radio survey commission of 
New Jersey... 

Over a special hook-up arranged by WMCA from the New York 
Advertising Club, G. Lynn Sumner, agency head, talked on the history, 
tradition and origin of Hallowe'en. Charlies E. Murphy, former presi- 
dent of the club, told of Hallowe’en customs in Ireland, and H. B. Le 
Quatte, Churchill-Hall prexy, described ways of celebrating the eve of 
All Saints’ Day in other countries... 


Helen Dryden is in the spotlight this week as the only woman 
industrial designer in the automotive field. She is chiefly responsible 
for the interior and exterior appearance of the new Studebaker Pres- 
ident... 


“Smiling Joe” Dawson, Tracy-Locke-Dawson v.p., is often confused 
with the ex-race driver of that name. Those who tend to confuse the 
two should remember that the taste of Smiling Joe runs to wings and 
not to wheels... 


Ted Quinn, G.E.v.p. (See Page 1) was moved up on the program of 
the recent sales executives conference so as to permit a get-away to a 
prep-school football game at Greenwich, Conn. Theodore, the younger, 
was captaining Brunswick, one of the contestants... 


Charles J. Davol, president of Davol Rubber Company, celebrated 
on Oct. 31 his 50th year with the company and his 25th year as presi- 
dent. Country living and yachting are the secrets of his physical trim. 
He keeps his 138-foot Diesel yacht Paragon in commission summer and 
winter... 


Al Rose, of WMCA, will explode a bombshell one of these days 
in the form of a book debunking radio...William Allen White, Kansas 
publisher, asks for and gets automobile license 13-1313 in lieu of insur- 
ance... 


William H. Ukers, editor of The Tea and Coffee Trade Journal, is 
the author of a book recently published, “All About Tea.” It includes 
a chapter on tea advertising from the time of Ch’a Ching until the 
present... 


Marion Parsonnet, radio production manager of Lennen & Mitchell, 
was, in 1927, impresario of the famous Auditorium Repertory Company, 
Baltimore, which fostered such stars as Miriam Hopkins, Douglas 
Montgomery, Patricia Collinge and Elliott Cabot. He paid them less 
than they are getting now... 


S. A, Harned, BBDO a.e., the better to perfect his badminton, has 
made a deal with a local Y.M.C.A. for the benefit of himself and fellow 
Westchesterians. The form developed on these courts will be exhibited 
at Manhattan Clubs later in the season... 


Even the blase commercial’ photographers of be-yewtiful models 
can get a kick out of something. Walter Fillans, Wohlfahrt Studios, 
is having the time of his life with the dog pictures by Zito, which are 
to go into a portfolio slated for early publication... 


Bert Lebhar, Jr.. WMCA sales manager, has a nice collection of 
bridge cups, but he gets his biggest kick out of taking A. L. Alexander, 
the station’s chief announcer, into camp... 


Franklin D. Roosevelt probably sent out for a copy of the Novem- 
ber issue of Fortune, which tries to visualize the future of Frank Knox, 
publisher of Chicago Daily News, by clamping the slide rule on his 
past. Among other characteristics, Col. Knox is a confirmed budget- 
balancer, according to the Fortune yarn... 


One of the Chicago Tribune’s sleuths discovered that Ralph Goble, 
president of Stack-Goble Advertising Agency, has traffic lights installed 
outside the door to his private office. The red light means he is woo 
ing the muse and is not to be disturbed... 


Byron N. Conger, who has the unique position of staff photographer 
for the Norton Company, industrial advertisers of Worcester, Mass., 
has taken time out to hunt the elusive deer in New Hampshire. To 
give the deer a fighting chance, Mr. Conger uses a bow and arrow. . 

Russ Stapleton has a handsome new wrist watch to remind him 
of his yeoman service as Chief Crier of the Town Criers of Rhode 
Island, Providence. . . 


William B. Stokely, Jr., president of Stokely Bros. & Co., Indian- 
apolis and Louisville, is honeymooning in the Orient with his new 
bride, the former Tamara Palmer. .. Don M. Nixon, Jr., who is work: 
ing on the Dispatch at Michigan City, Ind., one of the papers established 
by his father, the late Don M. Nixon, embraced matrimony recently 
with the aid of Ruth Lewis... 


Malcolm Severance, of the Asbury Park, N. J., agency of that 
name, persuaded Mrs. Helen Dennert, of West Point Pleasant, N. J., 
that two can live as cheaply as one. . . Curt Ison Thomas, of the Wil- 
liam R. Harshe Publicity Agency, Chicago, admits an interest in the 


“Folies de Paree” now holding forth on the boards—but it’s a heart 
interest... 


It’s a seven-pound boy at the home of John Morse, Lord & Thomas, 
Chicago. Another distinction held by Mr. Morse is in being the great 
grand nephew of the inventor of the telegraph. . . 

Speaking of relationships, Albert Sherer, vice-president of Lord & 
Thomas, is bursting with pride over the fact that his son, Albert W. 
Sherer, Jr., has just become his brother. Young Sherer was elected 
to DKE at Yale... 

Henri Cassou, a power in the French dairy industry, and general 
export agent for Societe Auxiliare de l’Agriculture & de l’Industrie du 
Sud/Ouest de la France, of Paris, was in Chicago last week, comparing 
the boulevards of that city favorably with those of his old home town, 


and incidentally authorizing more active promotion of Roquefort 
cheese. . . 


ing, as a feature of its service to 
operators of Piggly Wiggly stores. 
The book is a collection of the best 
illustrations issued previously as a 
monthly service. 


Piggly Wiggly Issues Book 

Piggly Wiggly Corporation, Cin- 
cinnati, O., has prepared a book 
showing all mats available for use 
in newspaper and circular advertis- 


Whisky Battle 
Flares Again 
In St. Louis 


St. Louis, Mo., Nov. 7.—The whisky 
price war which has been raging in- 
termittently for some time flared 
anew this week with newspapers, as 
heretofore, among the sufferers. A 
number of distillers of nationally 
advertised brands renewed their de. 
mands that the local dailies act as 
copy censors, 

Newspapers have taken advantage 
of their friendly relations with lead. 
ing retailers to point out to them 
the wisdom of making a fair profit 
on their whisky line. The dailies 
argue that they cannot go beyond 
this point, and that it is impossible 
for them to reject cut-rate whisky 
copy from retailers who are pre. 
pared to deliver the goods at the 
advertised price, who pay their bills 
promptly and whose merchandising 
methods are above reproach. 

They also point out that even 
were the leading media to reject 
cut-price copy, other advertising ave- 
nues are still open to dealers. The 
list includes community newspapers, 
car cards, window displays, etc. 

In the current battle, whisky an- 
nouncements have almost blotted 
other promotion from drug_ store 
windows. Most of the druggists have 
their windows blanketed with names 
of leading whisky brands and the 
sensationally low prices at which 
they are on sale. 


Jury Is Featured 


in Glove Campaign 


Steinberger Glove Corporation, 
New York, is featuring its semi-an- 
nual glove jury in current issues of 
Harper’s Bazaar and Vogue. Dealer 
advertising and merchandising are 
included in the drive. 

A committee of prominent women 
including Mrs. Vincent Astor, Mrs. 
Marshall Field III, Mrs, Alexander 
Hamilton, Mrs. E. Roland Harriman, 
Mrs. Thomas Hitchcock, Jr., and Mrs. 
Charles Reed, twice yearly select the 
ideal glove wardrobe, which is ex- 
ploited in the campaign. 


“Progressive Farmer” 
Joins in Campaign 
Progressive Farmer & Southern 
Ruralist, Birmingham, Ala., is in- 
cluded in the group of farm papers 
backing the cooperative advertising 
campaign for the farm press which 
is being placed by Reincke-Ellis- 
Younggreen & Finn, Inc., Chicago. 
This publication’ss name _ was 
omitted from the _ original list 
through a typographical error. 


Chicago CBS Names Five 


Bob Kaufman has been appointed 
program director of the Chicago stu- 
dios of Columbia Broadcasting Sys- 
tem. Newly appointed assistant pro- 
gram directors are Ben Paley and 
Cecil Widdifield. Harold Isbell has 

» named production director, with 
Paul Dowty as his assistant. 


ASK YOUR DEALERS 
ABOUT WSW’S 
SALES INFLUENCE 


@ Want real facts about WSM? 
Ask your dealers. — Regen, 
Manager Tennessee Piggly-Wig- 
gly’s leading store unit, writes: 
“Food products advertised 
through WSM are almost with- 
out exception the best sellers in 
my store.” 


WSM, 50,000 Watts, Nashville, Tenn. 


SEED INDUSTRY PROSPERS 


Reader survey shows Seed World 
offers advertisers an annual 


HUNDRED MILLION DOLLAR MARKET 


through its coverage of wholesalers and retail- 
ers who sell seed and other horticultural and 
agricultural items to 41,000,000 farmer a 
suburbanite customers. f > 
We will gladly give you an analysis of this 
field as it applies to your business. 


SEED WORLD 


Published every other Friday 
325 W. Huron St. Chicago, Ill. 
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ADVERTISING AGE 


Advertises Car, 
But Restricts 
Demonstrations 


Detroit, Nov. 7.—With advertising 
declaring that demonstrations would 
be “upon invitation only,” Stout 
Motor Car Corporation announced 
its Scarab creation in current issues 
of Fortune and Spur. 

Only 100 cars will be produced in 
1936, the advertisement said. The 
price of the Scarab will be from 
$5,000, f. o. b., Dearborn, Mich., 
where the cars are being made under 
airection of William B. Stout, 
widely-known automotive engineer. 

Whether or not further advertis- 
ing will be released is in doubt at 
the present time, Grace & Bement, 
Inc., Detroit agency which handled 
the copy, said. 

The Scarab car presents innova- 
tions which, copy boldly declares, 
“will set all future styles in motor 
ears.” It is claimed that features 
now exclusive to the Scarab “will be 
adopted by all makers of fine cars 
within three years,” “and that these 
features mark the final departure of 
motor car engineering from all 
horse-and-buggy tradition.” 

It is powered in the rear. There 
is no chassis—the body is a unit by 
itself, as in the new Lincoln-Zephyr 
introduced last week. There are no 
running boards, and so the interior 
has a floor area of seven feet six 
inches by five feet seven inches. The 
rear davenport seat is convertible 
into a full-length couch. A _ table 
folds down which may be used for 
ecards or dining. The interior is air 
conditioned and heat controlled. 
Doors open by electric pushbuttons. 

Titled “A Challenge and a 
Prophecy,” the advertisement, signed 
by Mr. Stout, brings out into the 
open discussion of the Scarab which 
has been going on behind the scenes 
since it was first privately shown 
months back. 


Northeastern 


Apple Growers 
In New Drive 


New York, Nov. 7.—Northeastern 
apple growers, impressed with but 
inarticulate on the superiority of 
their fruit for a great many years, 
are organizing to obtain popularity 
in their natural markets. The cam- 
paign, directed by the Gotham Ad- 
vertising Company, Inc., will be 
launched Nov. 15 in New York news: 
papers and expanded as funds are 
collected. 

With headquarters at Poughkeep- 
sie, the growers have formed the 
New York and New England Apple 
Institute, a non-profit corporation. 
Pledges of one cent a bushel on some 
varieties of apples have already been 
obtained and others are being can- 


‘vassed. The Institute will function 


as a permanent organization, acting 
as a clearing house for educational 
and sales material. 

John Lyman, Middlefield, Conn., 
has been elected president, Paul Jud- 
son, Kinderhook, N. Y., is secretary- 
treasurer. Herbert P. King, Tru- 
mansburg, N. Y., is temporary direc- 
tor. 

Plans call for “personalizing” the 
apple. In the initial campaign, ad- 
vertising McIntosh apples will fea- 
ture an illustration of a Scotchman. 
The McIntosh apple will be promoted 
for table use. A chef will symbolize 
Greenings, because of their worth in 
cooking. 


Seghers Appointed 
Carroll C. Seghers has been ap- 
pointed advertising manager of The 
Gruen Watch Company, with head- 
quarters in Cincinnati. Mr, Seghers 
recently represented Gruen in the 
South Atlantic states. 


Chester Faust Resigns 

Chester Faust, who joined the Chi- 
cago office of Batten, Barton, Dur- 
stine & Osborn on Sept. 1, has re- 
signed. 


CIRCULATION OF 
MAGAZINES UP, 
A.N. A. REPORTS 


New York, Nov. 7.—The fifth 
yearly editions of the studies of 
magazine circulations were released 
to members by the statistical depart- 
ment of the Association of National 
Advertisers this week. The three 
units, covering six women’s publica- 
tions, five weeklies and five general 
monthlies, are available to non-mem- 
bers at $2 a copy. 

Contrary to precedent, the data 
was not accompanied by comment or 
conclusions. However, the method 
of presentation serves to highlight 
findings which formerly were em- 
phasized, such as the fluctuation in 
circulation from month to month. 

The six women’s magazines were 
the only group to register a decrease 
in gross rates in 1935, compared with 
1934, the decrease being 0.7 per cent. 
The increase for the five general 
monthlies was 3.1 per cent and for 
the five weeklies 3.3. 

Likewise, the unit rate for the 
women’s magazines registered a de- 
crease of 2.8 per cent during the 
past year, whereas the average unit 
rate for the five general monthlies 
was decreased 2.5 per cent and for 
the five weeklies was increased 1.3. 

All groups showed an increase in 
net paid circulation, the figures 
being two per cent for the women’s 
magazines, 5.8 for the monthlies and 
two per cent for the weeklies. 

All groups gained in newsstand 
sales, except the weeklies, which 
showed a decline of 5.1 per cent. The 
women’s magazines gained 0.9 per 
cent and the monthlies 1.8. 

All groups increased other-than- 
newsstand sales, the figures being 
2.3 per cent for women’s magazines, 
7.9 for monthlies and 5.8 for week- 
lies. 

Give Five-Year Comparison 


By comparison with 1930, the six 
women’s magazines averaged de- 
creases of 13.3 per cent for gross 
rates, 11.3 for unit rates, 2.6 for net 
paid, and 25.2 for newsstand sales, 
while other-than-newsstand _ sales 
rose 5.4. 

The five monthlies decreased gross 
rates nine per cent in the five years, 
kept unit rates stationery, decreased 
net paid 9.2, newsstand sales 38.1 
and increased other-than-newsstand 
sales 18.6. 

The five weeklies in the same 
period decreased gross rates 7.6 per 
cent, unit rates 4.5, lost 3.2 in net 
paid and 28.6 in newsstand sales, 
and increased other-than-newsstand 
sales 16.6. 

The magazines studied, not all of 
which follow the trends, are: De- 
lineator, Good Housekeeping, Ladies’ 
Home Journal, McCall’s Magazine, 
Pictorial Review and Woman’s Home 
Companion, American Magazine, Cos- 
mopolitan, National Geographic, Red- 
book and True Story; and Collier’s, 
Liberty, Literary Digest, Saturday 
Evening Post, and Time, 


Heads Omaha Club 


Charles R. Docherty, I. A. Medlar 
Printing Company, has been elected 
president of the Omaha Advertising 
Club. Other officers are Willis L. 
Peterson, Northern Natural Gas Com- 
pany, vice-president; Milton Rey- 
nolds, Earl Allen Advertising 
Agency, secretary-treasurer. 


Eshleman Expands 


Benjamin Eshleman Company, At- 
lantic Bldg., Philadelphia, heretofore 
engaged in creation and operation 
of outdoor advertising, is expanding 
to include a complete general adver- 
tising service. James J. D. Spillan, 
formerly with F. Wallis Armstrong 
Company, has joined the organiza- 
tion in an executive capacity. 


College Advertises 


One hundred highway markers to 
advertise Ball State Teachers’ Col- 
lege, Indianapolis, are to be erected 
in the near future, in cooperation 


with city officials, 


Donates Poster Prizes 


J. A. Zimmer, president of Central 
Outdoor Advertising Company, Inc., 
Cleveland, O., has contributed $500 
for prizes to be awarded in a stu- 
dents’ poster art exhibit contest 
sponsored by the Cleveland Safety 
Council. An exhibition of entries 
will be held at Cleveland College 
March 28-April 5. 


W. B. Hurlburt Dies 


William B. Hurlburt, executive 
vice-president and sales director of 
Hupp Motor Car Corporation, Detroit, 
died at his home at South Wilton, 
Conn., Nov. 2. A pioneer in the auto- 
mobile business, Mr. Hurlburt was at 
various times associated with half a 
dozen leading automobile manufac- 
turers. 


Aleshire to L. & T. 


Edward Aleshire will join the 
copy staff of Lord & Thomas, Chi- 
cago, Nov. 11. During the last year 
he has served as copy chief and radio 
director of H. W. Kastor & Sons Ad- 
vertising Company. He was formerly 
radio director of Lord & Thomas and 
Blackett-Sample-Hummert. 


Bartord’e! Established 


Burford’s Advertising, Inc., has 
been organized at 40 S. Meridian St., 
Indianapolis, Ind., to operate as an 
advertising agency. 


Hylton Forced 
To Recruit New 
Band in Chicago 


Chicago, Nov. 7.—Some of the pos- 
sible difficulties which may beset ad- 
vertisers importing talent from for- 
eign lands came to light here this 
week in connection with the new 
radio program of Standard Oil Com- 
pany of Indiana, now being heard on 
Sunday evenings over Middle West 
outlets of the Columbia Broadcasting 
System. 

Following Standard Oil’s policy of 
seeking “publicity naturals,” A. L. 
Steele, advertising manager, arranged 
to put Jack Hylton, famous English 
and Continental orchestra leader, 
and his organization, on the air in 
this country. Immigration authori- 
ties, however, operating under a law 
passed in 1932, refused to admit in- 
strumentalists in Hylton’s orchestra 
to the country as working musicians, 
although Hylton himself and his 
vocalists were passed for perform- 
ances in this country, since they 
classed as artists. 

As a consequence, a number of 


Hylton’s arrangers preceded the or- 


chestra leader to Chicago, where they 
recruited an orchestra from local 
ranks and rehearsed it in the Hylton 
technique. Hylton and his English 
troupe broadcast the first program in 
the series from London, and then the 
entire troupe embarked on the Nor- 
mandy, broadcasting the second of 
the series from the boat in mid- 
Atlantic. 

The third and subsequent appear- 
ances have been from Chicago, with 
Hylton and his vocalists on deck, 
but with the orchestra composed of 
Americans. 


Seek Station Permit 

Application for a permit to oper- 
ate a radio station in Chattanooga, 
Tenn., has been filed with the Fed- 
eral Communications Commission 
by J. R. Maddox and Dr. W. B. 
Hair, under the name of Chatta- 
nooga Broadcasting Company. Per- 
mission was requested to operate on 
590 kilocycles, with one kilowatt 
power and unlimited time. 


Lausmann to Kircher 

A. A. Lausmann, formerly vice 
president of L. G. Maison & Co., Chi- 
cago, and previous to that, advertis- 
ing manager of Kester Solder Com- 
pany and copywriter for Aubrey, 
Moore & Wallace, Inc., has joined The 
Albert Kircher Company, Chicago, as 
account executive. 


for each well. 
well on the same property. 


city and the country. A 


valuable per “well” of sales. 


market—THE 


New York 


Magazine circulation is exactly like an oil field in this 
way—the more wells there are wore it, the less there is 
None of them can yiel 


In the women’s field there are two pools of sales—the 
dozen women’s magazines 
fight for coverage in the city women’s market. They 
duplicate each other, in circulation and in editorial interest. 
And, like the overcrowded oil field, the return is less 


only one magazine that is actually written so that it 
interests farm women, from cover to cover. Home- 
. making articles for farmhouses—not city flats; kitchen 
articles for the woman who cooks without gas and all the 
other city conveniences; child-care articles written for 
the woman with the big family, who lives far from a 
doctor; poultry and garden departments such 


The eral” magazines don't even havel 
FARMER'S WIFE 


Magazine 


The Women’s Magazine with Fastest-Growing Reader Income 


Chicago St. Paul 
405 Lexington Ave. 307N. Michigan Ave. SSE.TenthSt. 155 Montgomery 
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TREMENDOUS POOL OF SALES! 


And most of all, THE FARMER’S WIFE Magazine is 
directed right at the women who have the biggest increas- 


le incomes in 
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But there’s only one well down to the rich rural women’s Bring your barrel 
FARMER'S WIFE Magazine. Yes— over to the one 
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TIE-UP COPY ON 
AUTO SHOW HITS 
NEW HIGH MARK 


(Continued from Page 1, Col. 4) 
ing with 1,890 lines placed in seven 
of New York’s nine dailies. 

“Every car at the show,” boasted 
A C, “is factory equipped with one 
or more A C quality products.” 


Other Tie-Up Copy 


Libbey-Owens-Ford Glass Company 
devoted a total of 2,500 lines in six 
papers to the announcement that 
nearly all cars exhibited at the show 
have safety glass as standard equip- 
ment. 

“Have you a Ford?” and “Do you 
drive a Chevrolet?” were two of the 
headlines of Eveready Prestone 55- 
line reader advertisements. In each 
case it was indicated that more effi- 
cient service could be obtained 
through use of this product. 

Motor Improvements, Inc., called 
attention to its Purolator, which is 
the oil filter supplied as standard 
equipment by most manufacturers. 
Drivers were urged to renew this 
filter at the same time that the 
change was made to winter oil. 

Small space copy called attention 
to the new Elco cruisers on exhibit 
next door to the auto show. 

Perhaps the most spectacular of 
the tie-in copy was a 2,050-line ad- 
vertisement on the back page of the 
Thursday New York Times describ- 
ing a new pamphlet published by 
Simon & Schuster called “Sudden 
Death—and how to avoid it.” 

This sheaf, selling at 25 cents a 
copy, contains a reprint of “—and 
Sudden Death,” by J. C. Furnas, first 
published some months ago in 
Reader’s Digest. The publishers say 
the booklet is directed to “safety 
groups, insurance and casualty com- 
panies, auto manufacturers and 
others interested in safe driving.” 

On amusement pages, such adver- 


tisers as the Hollywood Cabaret, ran 
special advertisements welcoming 
the auto show visitors. 

The Brown & Williamson Tobacco 
Corporation found show week an op- 
portune time to introduce a new 
premium campaign, featuring the 
offer of an auto cigarette lighter, to 
be fastened to the steering post and 
which delivers a lighted cigarette 
from a Bakelite magazine. It is 
offered in exchange for $1 and five 
fronts of Kools or Raleigh cigarette 
packages. The offer was announced 
in a 1,000-line advertisement on the 
fourth cover of the New York Times 
Magazine. . 

Three banks overcame the natural 
conservativeness of financial copy 
with topical references to the show. 
The Commercial National Bank and 
Trust Company of New York pictured 
a new car design together with 
draftsman’s implements beneath the 
message, “New Models thus 
the automotive industry continues in 
its leading position. To such basic 
industries this bank will lend money 
for current credit needs.” The Bank 
of New York and Trust Company 
used a similar copy theme. Both 
these advertisements were carried 
by New York dailies of wide circula- 
tion. 

The Wall Street Journal, in its 
Monday issue, carried a 420-line ad- 
vertisement of the National Bank of 
Detroit which congratulated auto- 
motive manufacturers for their in- 
itiative. 


Hay Joins Utica Daily 


Russell H. Hay, for the past five 
years with the advertising depart- 
ment of the Chicago Times, and pre- 
viously with the advertising and cir- 
culation departments of the Geneva, 
N. Y., Times, has been appointed 
advertising manager of the Utica, 
N. Y., Daily Press, succeeding Harry 
A. Fox. 


To Hear Hugh Johnson 


The Sales Managers’ Association, 
Philadelphia, will observe its 25th 
anniversary Nov. 15, with a formal 
dinner in the Ball Room of the Belle- 
yue-Stratford Hotel. Prin cipal 
speaker will be General Hugh S. 
Johnson. 


-when the EYE 


says | KY 


You’ve seen them — packages, 
labels, display cartons — that 


beckon convincingly. 


INSTANT CLAIROL is an 


INSTANT | 


outstanding example—feminine, 
modern, colorfully expressing 
quality and inspiring confidence. 

There’s a surefire packaging 
and display strategy for your 
product. Call “U S”’. 


© 42 different types 
of selling and mer- 
chandising helps for 
Advertisers and Agencies. 


CLAIROL 


THE UNITED STATES PRINTING & LITHOGRAPH CO. 


CINCINNATI ™ NEW YORK 
320 Beech St. 52-V E. 19th St. 


CHICAGO 
205-V W. Wacker Dr. 


BALTIMORE 
420 Cross St. 


a MYSELF 


ADVERTISING HAS REBIRTH IN ONTARIO 


PRIENDS’ WE OFFER FOR SALE 
A Beaurirui Six Covoneo Framed Picturt 
OF OUR QUINTUPLET BABIES. 
| THESE. Pictures Art Boxep For Sart CaRRYinG 
AND EACH ONE IS AUTOGRAPHED BY 


He> DIONNE 1 DIM Price 150 


First photographic survey of the effect of the multiple births at Callander, Ont., 
on the local advertising outlook is shown here. These signs have created con- 
siderable interest in the district because of their revolutionary nature—they are 
printed entirely in English. Those Sweet Caporal signs, put up by Imperial 
Tobacco, should awaken dim memories in the minds of visitors from the U. S. A. 


MAKERS’ AUTO 
SHOW LINAGE 
IS MEASURED 


(Continued from Page 2, Col. 5) 
many within and without the in- 
dustry. 

A holiday on Tuesday and several 
counter-attractions, such as a horse 
show, had their effect on attendance 
at the exhibits, but the proportion of 
buyers in the interested throngs was 
higher than last year. From early, 
incomplete reports there is the indi- 
cation that dollar sales this show 
have increased nearly as much over 
the January exhibit as has total 
linage. 

Linage Much Higher 

Total automotive linage for eight 
days in the nine papers for the Jan- 
uary, 1935, show was 271,627 lines, 
according to the New York Times, 
while the total for the first six days 
of the current show is 338,662 lines. 
The standing of individual papers 
and the linage totals for these two 
shows, as well as for 1934 and 1929, 
the banner year, are shown in the 
table on page 2. 

Automotive linage increased even 
more in some other publications than 
in the newspapers measured. The 
annual auto show issue of Motor set 
an all-time record with 194 pages of 
advertising, and among other pub- 
lications to register large gains was 
the Wall Street Journal, which 
carried 81 per cent more automotive 
copy in its auto supplement for the 
current show than was published in 
the January show number. 


Buys Aiken Paper 
Aiken Publishing Company, Inc., 
publisher of the Aiken, S. C., Stand- 
ard, has purchased the Aiken Jour- 
nal and Review. A merger of the 
two papers is being planned. 


Issues Jubilee Number 


Retail Tobacconist, New York, cele- 
brated its 25th anniversary of pub- 
lishing under the same management 
with a Silver Jubilee Number issued 
Oct. 31. 


Junior Agency 
Men to Meet 


New York, Nov. 7.—For the par- 
ticular benefit of junior agency ex- 
ecutives, who have little opportunity 
to attend annual national conven- 
tions, the New York board of gover- 
nors of the American Association of 
Advertising Agencies have planned 
a tabloid convention. 

The meeting will be held Nov, 14 
at the Hotel Ambassador, New York, 
commencing at 3 p. m. with a busi- 
ness session at which there will be 
a number of 15-minute talks on a 
variety of live agency subjects. 

After an interval for cocktails and 
social amenities, dinner will be 
served, followed by entertainment 
provided by the Columbia Broadcast- 
ing System. 

A number of members of the At- 
lantic and New England councils 
have registered for the event. 


Photo-Engravers Issue 


New Printing Service 


American Photo-Engravers As- 
sociation, Chicago, has just brought 
out the first issue of “More Busi- 
ness,” which will be issued monthly 
as an aid in distribution of American 
products and services and to publi- 
cize the advantages and application 
of letterpress printing. 

The cover of this January number 
is a dramatic example of direct 
color photography by Bruehl-Bour- 
ges, representing American industry 
weakened from lack of volume being 
revived by the oxygen treatment 
known as “More Business.” 


Issues Birthday Number 


Bakelite Corporation, New York, 
celebrating its 25th anniversary this 
year, has issued a silver anniversary 
edition of its house organ, “Bake- 
lite Review,” containing a history of 
the discovery and development of 
Bakelite by Dr. L. H. Baekeland, 
president and founder of the cor- 
poration. 


N. W. Ayer Named 
for National Cash 


National Oash Register Company, 
Dayton, O., has appointed N. W. 
Ayer & Son, Inc., to handle its ad- 
vertising, effective Jan. 1. 

N. W. Ayer previously handled the 
account from 1915 to 1931. 


The Week's 


New Programs 


New radio programs, changes in 
types of programs, and renewals of 
programs sponsored by national ad- 
vertisers which take effect this week 
are presented in this column, so that 
interested readers may keep abreast 
of new developments in radio ad- 
vertising. 


Nov. 16 
Larus & Brother Company, for 
smoking tobacco. New. Saturday, 
10:30 to 11 p, m. EST, over the NBC- 
WEAF Red network. Originates at 
WRVA. Agency, Batten, Barton, 
Durstine & Osborn, Inc., New York. 


Nov. 17 

Illinois Central Railroad, for 
winter tours to the South. New. 
“Headin’ South.” Sunday, 3 to 3:30 
and 5:30 to 6 p. m. EST, over NBC- 
Chicago Red network. Six stations 
first period, four, second period, Or- 
iginates at Chicago. Agency, The 
Caples Company, Chicago. 


Light Utility 
Ushers in New 
Bargain} Plan 


Milwaukee, Wis., Nov. 7.—With 
full-page newspaper advertisements, 
the Milwaukee Electric Railway and 
Light Company has announced a new 
“10 for 1 plan” which permits cus- 
tomers to enjoy a 100 per cent in- 
crease in the use of current for an 
increase of only ten per cent in their 
regular bills. 

The new rate goes into effect at 
once and continues to next June’s 
readings. It will affect 225,000 resi- 
dence, rural and commercial lighting 
customers of the company, and has 
the approval of the public service 
commission. 

The bargain plan, designed to pro- 
mote the use of electricity by en- 
abling customers to test the advan- 
tages of more liberal use of service, 
at small cost, includes all customers 
regardless of how little electrical 
energy they use. 

It supplants the ‘free electricity” 
plan which has been in effect for the 
summer months and which expired 
with the October meter readings. 
The “free electricity” plan permitted 
customers to use unlimited electric- 
ity, for the same amount ag their 
March Dill. 


Seymour Heads 


Admen’s Post 


Theodore P. Seymour, of Husband 
& Thomas Company, Inc., New York, 
was elected commander of Advertis- 
ing Men’s Post No. 209, American 
Legion, at the annual meeting held 
Oct. 21 at the Advertising Club, New 
York. Named as vice commanders 
were Earl Townsend, Eastern adver- 
tising manager, The Spur; S. L. 
Weedon, Austin Parke & Lipscomb; 
Julius T. Fedel, MacGregor Instru- 
ment Company; A. M. Carey, For- 
tune; and Dr. Hannes Hoving. Others 
elected were: finance officer, John 
Barron, Daily Mirror; adjutant, 
James Demarest, Incrafts, Inc.; ser- 
geant at arms, George’ Bohlen, 
Bohlen-Helbon Company; chaplain, 
Frank Peer Beal; historian, D. D. 
Carpenter, Northwestern Mutual Life 
Insurance Company. 


N. O. Agency Expands 


Following the recent addition of 
Harley B. Howcott and Donald H. 
Halsey, Stone, Stevens & Lill, Inc., 
New Orleans agency, has changed its 
name to Stone-Stevens-Howcott-Hal- 
sey, Inc. Roger T. Stone is presi- 
dent, Lawrence H. Stevens vice-presi- 
dent, Coryell McKinney, treasurer, 
and Margot Burvant, secretary. 


Oil Men Plan Drive 


The Oil Heating Association of 
Wisconsin has approved an adver- 
tising budget of $3,500 for 1936, to 
be used for newspaper advertising, 
an exhibit at the Home Show in 
Milwaukee, and cooperative litera: 
ture on oil heating. The sum will 
be raised through a monthly remit- 
tance fee from members. 
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ADVERTISING AGE 


CASE HISTORIES 
OF USE OF MAIL 
PROBED AT MEET 


Chicago, Nov. 8.—How direct mail 
is and can be used to make other 
advertising mediums more effective 
was the subject of a round table 
program which featured yesterday’s 
session of the 1935 direct mail and 
graphic arts exhibit which closed a 
three-day show here today. Billy B. 
Van was the featured speaker at the 
Wednesday luncheon. His talk is re- 
ported elsewhere in this issue. 

At the round table meeting, Em- 
mons C. Carlson, advertising and 
sales promotion manager, National 
Broadcasting Company, New York, 
exhibited examples of direct mail 
used by broadcast advertisers to pro- 
mote their programs to their own 
organization, those of the distribu- 
tors and retailers, and to the public. 
This, he said, was necessary to the 
successful use of radio, plus ade- 
quate distribution of the product and 
effective display in retail outlets to 
make it immediately available to 
public response. 

Mr. Carlson told of how the manu- 
facturer of Johnson’s Wax booked 
$100,000 in orders on the strength of 
a direct mail campaign promoting a 
radio program before it was put on 
the air. 


Link-Belt System 


How direct mail is used to support 
business paper advertising was de- 
tailed by Russell B. Kern, in charge 
of direct mail advertising for Link- 
Belt Company, Chicago. He empha- 
sized its value for following up 
inquiries and to supplement publica- 
tion copy with additional informa- 
tion. For this purpose the Link-Belt 
Company relies chiefly on its news- 
paper style house organ, “The Link- 
Belt News.” The publication has a 
69,000 monthly distribution, which is 
produced and mailed at a total cost 
of 3% cents each. 

Elon G. Borton, director of adver- 
tising, La Salle Extension Univer- 
sity, Chicago, explained a _ typical 
direct mail follow-up program, con- 
sisting of ten mailings, which is used 
to develop orders from _ inquiries 
produced through national magazine 
advertising. This company spends 
annually approximately $300,000 for 
national advertising and a like 
amount for its direct mail effort. 
During 27 years it has produced 
more than one and a quarter million 
inquiries and over a 15-year period, 
prior to the depression years, turned 
29 to 30 per cent of them into or- 
ders. 

La Salle strives for quality, rather 
than quantity in inquiries. The fol- 
low-up -is conducted through sales- 
men as well ag direct mail, the com- 
bination of which, Mr. Borton con- 
tends, makes each division more 
alert in its work. 


Other Media Discussed 


Direct mail is also an effective 
medium for promoting outdoor ad- 
vertising, J. F. Older, account execu- 
tive, Jim Duffy, Inc.. Chicago, told 
the meeting. It should be used, he 
recommended, to sell the advertiser’s 
distribution organization on _ the 
value of postings and merchandise 
the program to the advertiser's dis- 
tribution organization. One way in 
which this may be done effectively 
is to have branch house managers 
and retailers check the showings and 
thus become conscious of the out- 
door effort in their particular locali- 
ties. 

The typical advertising program 
deals with the mass mind and the 
individual mind, the former to be in- 
fluenced by newspaper advertising 
and the latter by direct mail, Maurice 
T. Reilly, of the research and promo- 
tion division of the Chicago Tribune, 
asserted in explaining how mail mat- 
ter may be used to supplement news- 
paper advertising and close sales. 
Mr. Reilly emphasized that each 
type of medium has its particular 
forte in the complete advertising 
program and urged that the best 
possible use be made of each kind. 
Newspapers, he stated, are large 


Ad-Oddities 


New York, Nov. 7.—R. B. 
Davis Company, maker of 
Cocomalt, and sponsor of the 
“Buck Rogers in the 25th Cen- 
tury” dramas heard over a 
CBS network, may have to 
add business prognostications 
to its broadcasts, to satisfy 
all its listeners. 

Curtis Arnall, star of the 
series, received this fan let- 
ter: “Dear Mr. Rogers: You 
seem to possess an uncanny 
ability to look far into the fu- 
ture. Well, sir, could you 
please look only six months 
ahead and tell me how my 
stocks and bonds will sell at 
that time?” 


users of direct mail as a follow-up 
to their general promotion efforts 
in newspapers and trade publica- 
tions. 

The use of direct mail as an ef- 
fective means of educating dealers 
and distributors in the use of busi- 
ness films was covered by C. J. Mc- 
Caffrey, manager, Illustrabox Divi- 
sion, Electro-Acoustics Products 
Company, Fort Wayne, Ind. Mr. 
McCaffrey showed a sound-film slide 
production now used by the Ford 
Motor Company’s dealers in sales 
work. More than 70 per cent of the 
Ford dealers subscribe to a service 
of 22 programs per year which are 
used for this work and sales train- 
ing. 


P. C. Gunion, of 
General Motors, 


Killed in Fall 


New York, Nov. 5.—Philip C. 
Gunion, assistant to the president of 
General Motors Export Corporation, 
and former president of the Na- 
tional Industrial Advertisers Asso- 
ciation, fell to 
his death yes- 
terday from his 
apartment on 
the 28th floor 
of 56 Seventh 
Ave., while try- 
ing to repair 
his radio aerial. 

For several 
years Mr. Gun- 
ion was adver- 
tising manager 
of Hyatt Roller 
Bearing Com- 
pany, subsidi- 
ary of General Motors Corporation. 
He left the Hyatt Company to be- 
come sales manager of the I-T-E 
Mfg. Company, Philadelphia, elec- 
trical equipment concern, which la- 
ter became the Cutter Mfg. Com- 
pany. 

In 1923, while in the employ of 
the Hyatt Company, he was elected 
the second president of the N. I. 
A. A. He was active in establish- 
ing local chapters of the associa- 
tion, making several trips to various 
cities in the interest of organizing 
industrial advertisers. 

Mr. Gunion is survived by his 
wife, Gay. 


Philip C. Gunion 


Airs Election Returns 


Koppers Coke Company, Philadel- 
phia, sponsored an election night 
radio program Nov. 5 from 10:30 
p. m. to 1 a. m. United Press re- 
turns on Philadelphia city and 
county elections were flashed at in- 
tervals over KYW. N. W. Ayer & 
Son, Inc., is the agency in charge. 


Herbert Ray Dies 


Herbert B. Ray, 71, former adver- 
tising manager of the Columbia 
Graphophone Company, Bridgeport, 
Conn., died recently at Stamford, 
Conn. He had been associated with 
Columbia for many years before his 
retirement in 1920. 


“Journal” Names Peterson 


Anton F, Peterson, formerly head 
of the automotive and financial divi- 
sion of the national advertising de- 
partment of the Portland, Ore., 
Journal, has been appointed national 
advertising manager to succeed the 
late Will F. Hessian. 


PROMINENT ADVERTISING MEN AT FIRST DISTRICT MEET 


This group, taken at the First District, A. F. A. meeting, in Bos‘on last week, includes, seated: Philip J. McAteer, vice-president 


— 


of the Advertising Club of Boston and general convention chairman; Roy Durstine, Batten, Barton, Durstine & Osborn; Allyn 


B. Mcintire, Pepperell Mfg. Company; Allan Brown, Bakelite Corporation. 


Standing are? George A. Dunning, District gov- 


ernor; Earle Pearson, A. F. A. headquarters chief; Frank A. Blair, Proprietary Association president; Chester H. Lang, A. F. A. 
president; and Leslie H. Tyler, First District lieutenant-governor. 


120 Papers to 
Circulate New 


Western Weekly 


San Francisco, Cal., Nov. 6—A 
new standard-size newspaper maga- 
zine supplement, Five Star Weekly, 
to be printed in four colors and cir- 
culated with 120 dailies in the Far 
West, will be introduced Jan. 18, 
M. C. Mogensen, head of M. C. Mo- 
gensen & Co., newspaper represen- 
tatives, and owner of the new publi- 
cation, has announced. 

The regular run will be about 
1,000,000 copies, he said. Orders 
have been placed, however, for an 
initial issue of 1,300,000 copies. 

Member newspapers will share in 
profits from national advertising. 
Seventy-two of the papers are in 
California, 19 in Washington, 17 in 
Oregon, six in Nevada, four in Ari- 
zona, and two in Hawaii. Included 
in the contracting papers are five 
western chains, Scripps League of 
Newspapers, Copley’s Southern Cali- 
fornia Associated Newspapers, 
Southern Oregon Newspapers, F. F. 
Garside Newspapers and Peninsula 
Newspapers. 

The weekly newspaper will pro- 
vide a western family magazine in 
color for both metropolitan and sub- 
metropolitan centers in the Pacific 
area, Mr. Mogensen said. _ 

Frank Baker is publisher of Five 
Star Weekly, Paul West is manager, 
and Arthur J, Ritchie, editor. Other 
executives will be: Fred Rodever, 
circulation manager; Harvey M. Ma- 
lotte, sales manager; and Milton 
Monroe, art director. 

The Mogenson Company is repre- 
senting Five Star Weekly Corpora- 
tion nationally. Main offices of the 
corporation have been established in 
the Mills Tower, San Francisco. 


Livingston Appointed 

John Livingston has been ap- 
pointed to the newly created post of 
sales promotion manager of the 
affiliated firms of Free & Sleininger, 
Inc., and Free, Johns & Field, Inc., 
radio representatives, with head- 
quarters in Chicago. Mr. Livingston 
was formerly with the Chicago office 
of Saturday Evening Post, Bureau 
of Broadcasting and Castle Films. 
Recently he has been engaged in 
research for the Chicago office of 
N. W. Ayer & Son, Inc. 


Make Poster Paper Test 


Vac-Cup-Back, new poster paper 
made by West Virginia Pulp & Paper 
Company, New York, is being tested 
for serviceability and durability by 
means of questionnaires distributed 
through the Arbee Agency, Inc., 
Terre Haute, Ind. Accompanying 


the questionnaires and paper sam- 
ples is a 16-page brochure, “Poster 
Paper and Poster Service.” 


Joins Ketchum, MacLeod 


D. H. Bacon, former advertising 
manager of Surface Combustion Cor- 
poration, Toledo, O., has joined 
Ketchum, MacLeod & Grove, Inc., 
Pittsburgh, as account executive. 


Chalfant Appointed 


B. H. Chalfant has been appointed 
business manager of Southern Agri- 
culturist, Nashville, Tenn., to suc- 
ceed the late Bertram A. Chalfant. 


N. P. R. Promotes Perrin 


L. L, Perrin, for nearly nine years 
advertising assistant to the passen- 
ger traffic manager of the Northern 
Pacific Railway, has been made ad- 
vertising manager. 


Morris Starts Firm 
Morris Advertising Company hag 
been organized in Buffalo, with head- 
quarters at 438 Riley St. 
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ADVERTISING AGE 


November 11, 1935 


SAYS LACK OF 
TASTE IN ADS 
POINTS DANGER 


(Continued from Page 1, Col. 2) 


“Women! End accident panic!” 
“Blackheads! Pimples! Open 
pores!” 


“The advertising man of today 
ms to be spending altogether too 
uch time tending the morgue and 
hinking up new diseases,” Mr. Cun- 

ningham said. 


“Beginning to Murmur” 


‘“The consumer is beginning to 
bristle a little. His hackles are ris- 
ing. The famous guinea pig book 
and Consumer’s Research have 
given him ideas. He resentfully re- 
gards those traveling exhibits of 
packages of manufacturers who have 
‘done him wrong.’ The crowds are 
beginning to murmur.” 

As proof of this assertion, he of- 
fered the findings of Professor Wal- 
ter B. Pitkin of Columbia Univer- 
sity, following 10,000 consumer inter- 
views, and of Mrs. Anna Steese 
Richardson, of Woman’s Home Com- 
panion, after a tour of the women’s 
clubs of the country. 

Professor Pitkin declared “that 
most consumers in this country 
think very much more highly of the 
goods which they get from you than 
of the way in which they are sold.” 
Mrs. Richardson found that club 
women were beginning to view ad- 
vertising with something more than 
resentment—ridicule. 


Canadian Law Cited 


Already Canada has a law against 
“untrue, deceptive or misleading ad- 
vertising,” and every person who 
publishes or causes such advertis- 
ing to be published is liable to a 
fine not exceeding $200 or six 
‘months imprisonment or both, Mr. 
Cunningham pointed out. 

Much of the legislation that is 
threatening this country’s advertis- 


ing business, in Mr. Cunningham’s 
opinion, is due to an “emotional an- 
tagonism against advertising’s bad 
manners.” 

The fact that Illinois advertising 
agencies are faced with the prospect 
of paying a three per cent tax on 
their gross income is a straw in the 
wind, he declared. 

Advertisers would do well to heed 
growing suspicion, distrust, antago- 
nism, and ridicule, he said, adding 
that “the unfairness of it all is that 
this adverse attitude is created by 
such a small portion of all the ad- 
vertising acreage”—a portion which 
he estimated at ten per cent of all 
advertising. 

The working capital of the adver- 
tising business is faith and confi- 
dence, he emphasized. “Is it good 
business to dissipate the entire work 
ing capital of an industry for the 
sake of a few current gains?” he 
asked. 

“Never mind the small mail-order 
vulgarians who work in the fringes 
of our business in publications of 
doubtful standing,” Mr. Cunningham 
said. “They are the ambulance 
chasers in our business—the dump- 
pickers. Let’s look at some of the 
practices of the respectable $10-a- 
line, and lots-of-white-space adver- 
tisers.” 

Lists Various Types 


Mr. Cunningham listed the follow- 
ing types as examples of advertis- 
ing “which though it may be tem- 
porarily successful, does damage to 
the advertising business.” 

He criticized the insincere, bought- 
and-paid-for testimonial, and the 
testimonial photograph that pretends 
to be real, but underneath which is 
a “piece of six-point frankness that 
tells dear readers who look sharp 
that it is ‘posed by a professional 
model.’”’ 

“Then there's another kind of 
trick,” he continued. “It’s often 
used in that old familiar advertis- 
ing technique, the ‘before-and-after’ 
pictures. The second picture shows 
that the product not only has revivi- 
fied the model, but combed his hair 
and washed his face as well. 

“Then the Love Awakener appeal. 
This used to be the advertising prop- 
erty of lipsticks and perfumes. But 
now it is the promise of many an 


100% 


it isn’t good enough. 


When I get through, 
it may not be 100% 
good — but it will be 
better. You will get 
useful, practical sug- 
gestions, or entirely re- 
written text and im- 
proved lay-out. A fresh 
mind may perceive a 
new or modified angle 
of approach. 


ING” gives 
some other 


18 East 48th Street 


Copy 


Sometimes the writer has the joy of 
knowing his copy is good—maybe excellent, 
but seldom have any of us the egotism to say 
it is 100%. And so long as there is any doubt, 


If there is any question in your mind 
about your copy—wording, display, illustra- 
tion, theme—send it to me for checking. 


The_ booklet “WHAT'S WRONG WITH ADVERTIS- 
a fair idea of what I do and how. It and 
material will be sent on receipt of 6 cents stamps. 


Charles Austin Bates 


Good? 


Quite a lot of such 
work is coming to me 
and so far as I know, 
every client is satisfied 
—or better. One thing 
that helps is that my 
fees are very moderate. 
So it isn’t so hard to 
make them profitable 
to my clients. 


New York 


ordinary product from cigarettes to 
food stuffs. 

“There is a growing tendency to 
use in the advertising columns nu- 
merous photographs of models de- 
picted on the receiving end of vari- 
ous and sundry odors. Aren’t we 
overdoing this? 


Finds Other Faults 


“Then there are the exaggerated, 
unbelievable claims. Some become 
even ludicrous. The man didn’t marry 
the girl because she slipped on the 
rug and disclosed her housemaid 
knees to his critical gaze. He mar- 
ried a girl from Philadelphia in- 
stead. 

“Brassiere advertising in the news- 
papers. Some of it is too much in- 
clined to advertise its effect on the 
sex that doesn’t wear it. 

“Then the radio. Listen to the 
little kiddies’ program. There has 
been much modification of these pro- 
grams recently. But too many prod- 
ucts are still being sold by the send- 
ing of high frequency shivers up the 
spines of children. Pistol shots, 
screams, suspense. 

“Then there are those little radio 
parasites—the one-minute commer- 
cials—where a radio station will sell 
one minute of time in between two 
regular entertainment features spon- 
sored and paid for by other adver- 
tisers. They capitalize and parasite 
on entertainment paid for by others. 
I do not blame the advertiser who 
uses them or the agency that ad- 
vises them. In fact I must confess 
I have used them myself. But I do 
blame the radio station that offers 
them for sale—just to pick up a little 
extra revenue. 

“Sit in a copy conference in New 
York. Somebody says, ‘Let’s think 
up some new diseases.’ In the 
quackery days we advertised patent 
medicines that would cure every sin- 
gle known disease. Now we adver- 
tise things that cure diseases that 
do not even exist! 


Criticises Publishers 


“Another thing, and now I'm go- 
ing to take a crack at the selling 
methods of newspaper publishers, In 
standard advertising practice, it is 
not considered cricket to mention a 
competitor’s name. In fact most 
reputable newspapers will not per- 
mit an advertiser to do it. But 
when it comes to their own adver- 
tising, do they practice what they 
preach? They do not! Publishers 
are the only business men in the 
country so far as I know who pro 
mote their own magazines and news- 
papers by advertising the disabilities 
of their competitors. They run ad- 
vertisements and name names, em- 
phasize the linage losses of others, 
or show comparative tabulations of 
certain kinds of linage to make their 
paper look better than the others in 
town, 

“It’s as if Maxwell House coffee 
tried to sell itself by advertising the 
fact that So and So’s coffee only 
sold so many pounds last month. 

“Finally, I’d like to take a fling 
at the premium madness that has 
swept the country—premiums and 
contests. Advertisements 90 per 
cent about the contest or premium 
and ten per cent on the virtues of 
the product they are really selling. 
In other words if you make a soap 
or a cereal, spend most of your 
money expatiating on the beauty of 
a grand piano or on the charm of a 
pair of hand-painted shoe trees that 
crawl across the floor when you 
wind ’em up!” 

There is a familiar form of night- 
mare, Mr. Cunningham pointed out, 
“where the walls seem to close in 
cn the dreamer—live, swelling walls 
filled with twisted, tortured shapes 
and faces. Claustrophobia, they call 
it. A person seems helpless. Com- 
pletely hemmed in. Finally people 
wake up and scream. 

“We have walled people in with 
advertising. They meet it at prac- 
tically every point in their daily 
lives. No matter which way they 
turn, in automobiles, in armchairs, 
or on foot, they are confronted with 
advertising—cajoled, persuaded, 
urged and even bullied into buying 
somebody’s goods.” 

This is the doing, the business, 
and the responsibility of advertisers, 
he said, adding that since advertis- 
ers have invited themselves into 
everybody’s home, watching of one’s 


advertising manners is only prudent. 


“Help Wanted” 
charge $1. 

All other etnnetinetions (sin 
per in., $4.75; 
per in., $4.00; 
contracts. 


and 


le insertion rates): 
4 to 6 in., per in., $4.50; 7 to 
13 to 15 in., per in., $3.75. 


The rates for this department are as follows: 


“Situations Wanted,” 30 cents a line, minimum 


% inch, $2.75; 1 to 3 in., 
in., per in., $4. 25; 10'to 12 in., 
Write for Beasheie on term 


BUSINESS OPPORTUNITIES 


HELP WANTED 


APPRAISE—BU Y—SELL 

We buy, sell, appraise publishing prop- 

erties and advise with publishers re- 

garees their problems. Harris-Dibble 
11 W. 42nd St., N. ¥ Tel. 

LOngacre 5-6540. 


PHOTO POST CARDS 


LEADING business publieation re- 
quires services of experienced sub- 
scription salesmen with successful 
record on trade papers; Boston, Cin- 
cinnati, Detroit and Louis now 
open; attractive proposition to real 
worker; reply starieg exper. and ref. 
Box 647, ADVERTISING AGE, Chicago. 


NEW! Actual photographs of your 
products on post cards! Create inter- 
est and stimulate Pusinese with low- 
cost PHOTO POST RDS. Send for 
samples and prices aa GRAPHIC 
ARTS PHOTO SERVICE, Third & 
Market Sts., Hamilton, Ohio. 


PHOTO-OFFSET 


REDUCE OVERHEAD!!! 
Improved process reproduces sales let- 
ters, bulletins, illustrated advertising 
literature, testimonials, etc. without 
typesetting or cuts. 

Rapid, Accurate and Economical 
600 COPIES—$2.50 
Additional Hundreds—20c 
Samples on Request 
LAUREL PROCESS, 480 Canal St., N.Y. 


OFFICE EQUIPMENT 


OFFICE MACHINERY AT HALF 


Write for Free List of 
Typewriters, Addressographs, 
Duplicators, Folders, 
Dictaphones, and Supplies 


PRUITT, INC., 528 Pruitt Bldg., CHICAGO 


Well known farm paper desires rep- 
resentative for Chicago territory. Not 
essential nt you have offices. Ad- 
dress S. D. c/o ADVERTISING AGE. 


Wanted: Experienced contact man to 
sell well designed & executed exposi- 
tion & merchandising displays. Ken- 
neth Olson, Longbeach 7571 (Chicago). 


Real opportunity for high grade sales- 
man to call on newspapers. Must be 
familiar with circulation and have 
record for consistent selling. Box 649, 
ADVERTISING AGE, Chicago. 


POSITIONS WANTED 


Experienced editor, production mana- 
ger and pg desires part time posi- 
tion—any of publication work. 
Box 648, ADVERTISING AGE, Chicago. 


Sales Manager with 15 years intensive 
experience and one of the leaders in 
his industry desires connection with 
manufacturer selling nationally. Ex- 
perience includes training and super- 
vising hundreds of salesmen, turning 
radio, newspaper and direct mail in- 
bon ag into orders, 
ucing cost per sale. 
sons for leaving present work. De- 
sires salary and profit sharing ar- 
Box 650, ADVERTISING 


constantly re- 
Has sound rea- 


FORD, COCA-COLA 
ETHYL POSTERS 
GET ART AWARDS 


(Continued from Page 1, Col. 3) 


by Gugler Lithographing Company 
through McCann-Erickson, Inc. 

Second award went to a Coca- 
Cola poster showing three bottles in 
snow, drawn by N. C. Wyeth for 
D’Arcy Advertising Company, and 
produced by Forbes’ Lithograph 
Company. 

Third award was garnered by 
Ethyl Gasoline Corporation for its 
poster, “Gosh! He’s changed to 
Ethyl.” It was the work of Albert 
Strasser, the agency being Batten, 
Barton, Durstine & Osborn, The 
lithographer was Continental Litho- 
graphing Company. 

There were ten honorable men- 
tions, as follows: 

“A world of flavor,” Wm. Wrig- 
ley Jr. Company; artist, Otis Shep- 
ard; agency, Chas. W. Wrigley 
Company; lithographer, Gugler. 

“Baked bean hungry,” H. J. Heinz 
Company; artist, Charles Heinzer- 
ling; agency, Sellers Service, Inc.; 
lithographer, Forbes. 

“Going places ...and how!” 
Buick Motor Car Company; artist, 
Frederic Stanley; agency, Campbell- 
Ewald Company; lithographer, Erie 
Lithographing & Printing Company. 


Other Winners 


“TI got live power” (baby running), 
Standard Oil Company of Indiana; 
artist, Stan Ekman; agency, McCann- 
Erickson, Inc.; lithographer, Amer- 
ican Poster Corporation. 

“Land sakes! I do believe I’ll try 
one,” Liggett & Myers Tobacco Com- 
pany; agency, Newell-Emmett Com- 
pany. McCandlish Lithographing 
Company and Forbes produced the 
poster from a color photograph by 
Winemiller and Miller. 

“Lend a hand, neighbor,” Citizens 
Family Welfare Committee; artist. 
Herbert Noxon; agency, McCann- 


rangement. 
AGE, Chicago. 
Erickson; lithographer, Tooker: 


Moore Lithograph Company. 

“Light an Old Gold for young 
ideas” (girl running on beach), P 
Lorillard Company; artist, Ivan Ol- 
sen; agency, Lannen & Mitchell, 
Inc.; lithographer, Atlantic Litho- 
graphing & Printing Company. 

“Quality” (for Del Monte coffee), 
California Packing Corporation; ar- 
tist, Andrew Loomis; agency, Mc- 
Cann-Erickson, Inc.;  lithographer, 
Schmidt Lithographing Company of 
San Francisco. 

“Santa Catalina Island,’ the Cata- 
lina Company; artist, Otis Shepard; 


agency, Neisser-Meyerhoff,  Inc.; 
lithographer, Gugler. 
“The new swim thrill’ (for rub- 


ber swim suits), U. S. Rubber Com- 
pany; designed by W. W. Fawcett 
and executed by F. S. Baumann; 
agency, Campbell-Ewald Company; 
lithographer, Forbes. 

The jury which decided on the 
awards was composed of representa- 
tives of all types of advertising ac- 
tivity, including advertisers, agency 
executives, and outdoor advertising 
executives. 


Display Men Open Office, 
Appoint S. C. Rieser 


International Association of Dis- 
play Men has opened executive 
offices in suite 207, DeSoto Hotel, St. 
Louis, Mo., following removal of 
headquarters from Chicago. 

Syl. C. Rieser has been named 
executive secretary. Mr. Rieser was 
formerly sales manager for Adver- 
tising Display & Exhibits, Inc., and 
display counsel for Laclede Power & 
Light Company, St. Louis. 


Names Ed Wolff 


Ed Wolff & Associates, Rochester, 
N. Y., have been appointed for adver- 
tising of Ward’s Natural Science 
Establishment, Inc., Rochester, sup- 
plier of biological, entomological and 
geological material and equipment. 
Direct mail, house organs, and scien- 
tific and educational papers will be 
used. 


Name Station Reps 
Sawyer, Ferguson & Walker, na- 
tional representatives of the Dayton, 
O., Daily News and the Springfield, 
O., News & Sun, have been appointed 
representatives of WHIO, Dayton, 
the Daily News radio station. 
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Wherever advertising news Is 


breaking, an Advertising Age 


- man is there to report it. 


= Check this issue for confir- 


per- ; 


3 mation of that statement. 
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CANDID CAMERAS CLICK CONSTANTLY 


With ten prizes offered for the best snapshot of the Eno Crime 
Clues mystery, “Thin Film of Evidence,” 75 amateur camera- 
sleuths, carrying $25,000 worth of photographic equipment, 
stormed the NBC studio and “shot” the cast hundreds of times. 
Some of the amateurs had as many as six different cameras. 


KATHLEEN WELLS 


GREAT STUFF, LUCY! 


(Advertisement) 


BROADCAST REVIEW OF THE MONTH 


TEXACO BRINGS THE “SAWDUST” RING TO RADIO 


“Jumbo,” the first theatrical attraction to serve both as entertainment for theatregoers and as a serial 
prepared for radio, made its air debut at the Hippodrome at 9:30 P. M. (EST), October 29, over the NBC- 
WEAF (Red) coast-to-coast Network. In the gaudy glare of the ring, a star-spangled cast of 90 performers, 
headed by Jimmy Durante, Donald Novis, Gloria Grafton and Arthur Sinclair, a chorus of 32 male voices, an 
orchestra of 32 musicians, brought the dramatic, romantic, comic story by Ben Hecht and Charles MacArthur 
(with original songs by Rodgers and Hart) to an expectant audience. 


DONALD AND GLORIA 


The love angle in the “Jumbo’’serial is ably 
taken care of by Donald Novis, as Matt 
Mulligan, son of the owner's most bitter 
rival, and in love with Gloria Grafton, as 
Micky Considine, the owner's daughter. 
Novis is well known to radio listeners. Miss 
Grafton will be remembered for her sing- 
ing in the better night spots of New York 
and for her dramatic work on Broadway. 


im 


CLAUDIUS B. BOWERS 


PART OF THE 4,500 INVITED GUESTS 


Be 
BROAD 


Outside the lavishly refurnished Hippodrome a few minutes before the 
doors to the “big top” opened. Top hats were soon changed for Fire- 
Chief hats which were found on every seat! The exciting, picturesque 
sawdust and menagerie atmosphere of Billy Rose's gargantuan spectacle 
was thoroughly enjoyed by the unseen audience as well as the seeing 
one. Outside, Kleig lights gave the premiere a Hollywood atmosphere. 


A FAMOUS HAT IN THE RING 


A giant Fire-Chief hat serves as a sounding board for the orchestra and 
chorus. Behind the immense gas pump at the right is NBC's special 
portable, soundproof control room which can be moved wherever needed 
to assure a good technical engineering job. 


GOING PLACES —VOCALLY! 


If you've heard Miss Wells singing at 7:30 P.M. 
(EST), on Fridays, over the NBC-WEAF (Red) 
Network, you have doubtless noted the refresh- 
ing quality, combined with a naturalness and lack 
of affectation, her voice possesses. This slim, 
black-haired little colleen has made some highly 
successful appearances on commercial programs. 


N.T. G. apparently approved Miss Lucille 
Beckwith’s performance when she appeared 
with him recently on the Bromo Seltzer, 
Tuesday night, 9 P. M. (EST) broadcast. 
This show is heard from coast to coast 
over the NBC-WEAF (Red) Network. 
Harry Salter’s toe-tinkling melodies pro- 
vide the ear-filling portion of the broad- 
casts; Tom Howard and George Shelton, 
the comic relief. 


The B stands for Brainy. Jimmy Durante 
plays the comedy character of Bowers, 
an energetic publicity man who means 
well but whose efforts are constantly get- 
ting the owner of the “Jumbo” show into 
hot water. Arthur Sinclair, veteran Irish 
actor, plays the part of John L. Consi- 
dine, owner. Durante, in this character, 
will not be a gag comedian. His script 
gives him regular comedy-dramatic lines. 


The radio limelight is throwing its rays on 

Dorothy Lamour, New Orleans beauty contest 
winner who can also sing. Her unusual style of ty 
singing is attracting a rapidly increasing audix |» © 
ence. She is heard every Monday, Wednesday ‘h 
and Friday at 11:00 P.M. (EST), over the |) 
NBC-WJZ (Blue) Network. a 
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ADVERTISING AGE 


PHOTOGRAPHIC 
| REVIEW OF THE 
| WEEK 


TELLS WHOLE STORY FOR BATHASWEET 


One of series of photographs being used in Bathasweet advertising currently 
appearing in women's magazines. H. M. Kiesewetter Advertising Agency, New 
York, is in charge. 


"FARM JOURNAL" INTRODUCES OWN NEW MODEL 


he} 


This "WOC-4," introduced to auto executives in a room at the Commodore, 

New York, last week by The Farm Journal, caused much hilarity. Sidney Jenkins, 

advertising director of the paper, in the elegant hat, is caressing the streamlined 

top of the new model, while Graham Patterson, the publisher (also in shirt 
sleeves), looks on from a respectable dist 


NOW IT'S HEAP BIG CHIEF EDGAR KOBAK 


5 on 

itest 

io & HS Edgar Kobak, NBC vice-president and A. F. A. chairman, is now Chief Air Talk, 
‘ \ ‘. having been inducted into the Pawnee tribe in Oklahoma City while there for 

audi- ) the Tenth District meeting. On Mr. Kobak's left is the famous Pawnee Bill, 


sday | y white head of the tribe. (Story on Page 27.) 
t : 


WIN PRIZES IN OUTDOOR ADVERTISING ART EXHIBIT 


8 ORR, Sai ‘ eY ee HX x 


a 7 
wl 


e 


» l|ce-cold. Se 
every day in the year 


First, second and third prize winners, in order, in the sixth exhibit of outdoor advertising art, which opened in Chicago, Thursday. 
(Story on Page |.) 


PICK OUTDOOR ADVERTISING ART AWARD WINNERS 


This is the jury which selected the winners in the outdoor advertising art exhibit which opened in Chicago Thursday. Seated 
are: Lucien Locke, advertising counselor; Percy N. Calvert, president, Lithographers National Association; Mercedes Hurst, 
president, Women's Advertising Club of Chicago; Mrs. O. W. Dynes, ened chairman, Chicago Flower Show; E. H. Turner, 
vice-president and art director, D'Arcy Advertising Company; and H. L. Webster, advertising manager, Wm. Wrigley, Jr. 
Company. Standing are: Franklin Bell, advertising manager, H. J. Heinz Company; Charles L. Ostrom, advertising manager, 
Morton Salt Company; Stanford Briggs, vice-president, McCann-Erickson, Inc.; Burr L. Robbins, vice-president, General Outdoor 
Advertising Company; G. R. Schaeffer, advertising manager, Marshall Field & Co.; Mark Seelen, western art director, Outdoor 
Advertising, Inc.; Chas. H. McDougall, art director, Batten, Barton, Durstine & Osborn; and Marvin Harms, advertising manager, x 
Premier-Pabst Sales Company. UM 
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When is 
an Old Trade-mark 
really “Old”? 


HE “LIFE SPAN” of a trade-mark parallels that 

of a business or professional man, with one 
great difference—a trade-mark can be constantly 
revitalized. 


With man, the first stage is that of growth and 


And your grandchildren will know them. They are 
a vital part of America’s higher standards of living. 

Lord & Thomas salesmanship-in-print put these 
trade-marks up there, over the years. And Lord & 
Thomas strategy is constantly devising new ways 


widening influence. Next comes the second, or 
middle-aged stage, wherein for a long time he is 
at the height of his reputation. This gradually and 
inevitably merges into the third period, wherein 
he loses out before the competition of younger 
men and newer methods. 

When trade-marks reach this third period, some- 
thing must be done to revitalize them. To quote 
from an outstanding national advertiser’s general 
letter to stockholders (from which we borrowed 
the subject of this advertisement), “There are 
three general ways in which Management may 
meet this: 

1. It may produce new products under new trade 
names...a slow and expensive process. 
2. It may purchase other trade-marks that are in 
the first, or growing portion of their ‘Life Span.’ 
3. It may shift the old trade-mark to cover new 
products, thereby conserving the money spent in 
past years’ advertising of the old mark.” 
It takes great experience to prescribe for a trade- 
mark whose brightly-minted image has grown 
over-familiar to a changing world. Time stales its 
lustre... familiarity breeds indifference... new 


symbols eclipse it. 


A real “Trade-mark House” 


Lord & Thomas doubt that any other advertising 
agency can match their long experience and fruit- 
ful strategy in the field of trade-marks old and 
new. For 63 years we have christened, nursed, 
encouraged, and sent them forth to win suprem- 
acy in more national fields than we can enumerate. 
You know them. Your grandparents knew them. 


to keep them up there—making money for their 
owners. We do not believe in an “Old Man’s Home 
for Trade-marks.” We believe in keeping them out 
in the field, working—where they belong! 


New Cases—New Prescriptions 


Lord & Thomas fully appreciate the advantages of 
the aforementioned three general premises for 
aging trade-marks. We have, many times, evolved 
supplementary by-products to carry on the name. 
And we have elevated these same by-products to 
the stature of successful products by true sales- 
manship-in-print. We open up new fields, create 
countless modern packages, fire with enthusiasm 


the national dealer. 


In addition, we constantly discover new ways to 
revitalize trade-marks. For example, a totally new 


kind of radio contest for a 
dentifrice — it breaks all 
records. For a great market- 
ing organization, a striking 
new advertising appeal — 
sprung from a four-year re- 
search with leading uni- 
versities on a product more 
than 25 years old...a 
product with no apparent 
new appeal. Each case may 
be different, demanding 
bold and original thought. 
But Lord & Thomas, we 
believe, have been singu- 
larly successful in finding 
the right prescription. 


Many famous and familiar 
brands are behind the food you 
eat at Thompson's —Armour, 
Quaker Oats, Pillsbury, Sun- 
kist, Gold Medal, Kellogg, Na- 
tional Biscuit, General Foods 
and many others of high quality 
reputation. Thompson's is a 


composite of all that quality. 


Part of a recent advertisement 
run by Thompson’s Restaurants, 
in Chicago — an account not 
handled by us. Three of the eight 
famous brand names listed are 
clients of Lord & Thomas—two of 
whom have been served by us for 
more than a quarter of a century. 


LORD & THOMAS : advertising 


There are Lord & Thomas offices in New York; Chicago; Los Angeles; San Francisco; Toronto; Paris; London 
Each office is a complete advertising agency, self-contained; collaborating with other Lord & Thomas offices to the client’s interest 
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